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buying done at conventions. It is quite impossible 

to estimate the amount of business directly placed 
at any convention. Newspapers are given to exaggera- 
tion and we were quoted in ridiculous total in daily 
papers. For that reason we would appreciate some 
method of actually measuring buying results. 

Take out your pencil and do a little figuring with us. 
In the United States more than 350,000,000 pairs of 
shoes were manufactured last year. In all probability 
the actual figures (when released) will be much higher 
but it is quite obvious to anybody that in the normal year 
ahead every day’s production will be better than 1,000,- 
000 pairs. Let’s say the minimum cost per million pairs 
is $3,000,000 wholesale. Now, if you multiply that by 
five we get $15,000,000—five days’ production for the 
industry. These figures hardly serve as the total amount 
placed at St. Louis. 

To get this business 400 manufacturers came to St. 
Louis. These 400 manufacturers actually represent over 
80 per cent of the production facilities of America. 

Now, if you have gone with us this far with pencil 
and paper, let’s approach the measuring stick of pro- 
duction from a new angle. There are at least sixty days 
of intensive shoemaking ahead. Within those sixty 
days the early spring shoes of a nation must be built. 
At a modest capacity of only one million pairs per day, 
we have sixty million pairs to be made before March 
20. Multiply this by a modest wholesale price of $3.00 
and we arrive at $180,000,000 worth of business that 
will be placed early in the year 1930. 

From the temper and tempo of the national conven- 
tion there is every indication that this year will be no 
exception. 

Have we not now reached a point in our figuring 
where: it is quite obvious that during the month of Jan- 
uary at least $100,000,000 worth of shoes will be ordered 
by shoe stores the length and breadth of this country ? 

As to the volume directly placed at the show, that’s a 
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calculation we absolutely refuse to make, leaving it to 
everyone to figure out for himself. 

But be it known, nationally, a truly great convention 
was held at St. Louis. The “big tent” was big in factual 
features. Some four hundred side shows (sample 
rooms) were in operation for the tangible task of taking 
orders for immediate and future delivery. 

Any merchant who attended the convention sessions 
received mental wealth upon which he can get dividends 
and better store service in the months to come. 


. * « 


NI of the greatest by-products of the St. Louis 
convention was something that was well expressed 
by Josh Lee at the banquet: 

“IT hate sectional animosities. I abhor sectional ha- 
treds; but I don’t object to sectional pride and sectional 
patriotism. I think it is a fine spirit for the people of 
America to hold that we are one—one for all and all 
for one.” 

We noted a new national spirit and an absence of sec- 
tional jealousies and so evident was this new feeling, 
we here and now say that if the only by-product of the 
convention was the betterment of industrial feeling be- 
tween market centers—the convention and the exposi- 
tion was a unanimous success. 

We now predict a business for 1930 on a better basis 
because new merchandise is measured on its ability to 
produce profit for the merchant, prestige for his store 
and the ultimate in service and satisfaction to the cus- 
tomer. 

Merchandising with a thrill steps into the picture. The 
shoe business is exceedingly fortunate. It can stimulate 
desire through style and profit through service. 


MMEEZ) Millar 


Editor 
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wear, and as during the past three months it is always 

trimmed with a contrasting leather and color. Pumps 
entirely of lizard in black, brown or gray are often seen, and 
patent lizard, trimmed, is worn by a few, a very few smart 
women. At the Ritz a few days ago I saw a very smart 
woman dressed entirely in black with dark beige stockings 
and three eyelet oxfords of black patent and black lizard, the 
lower vamps, lower quarters and heels were of patent, upper 
vamps, upper quarters of lizard stitched over the patent, throat 
bound patent, patent heels. 

Most of the important bottiers seem to be making rather 
lower and thicker spike heels, and slightly rounded toes on all 
afternoon and evening shoes. 

Julienne, who has always been known as one of the most 
expensive bottiers in paris, is now selling ready mades from 
250 francs or $10, very neat models in patent trimmed with 
lizard, two eyelet demi-oxfords, and untrimmed pumps in 
brown, blue or black kid. Other ready made models range 
from $12 to $20. As to materials used in the more expensive 


\ NTELOPE is still having the greatest vogue for day 





models there is faille, crépe de Chine, moire 
and crépe de Chine or satin embroidered in 
small flowers or modernistic designs in long 
and short stitch. With all these materials 
the heels are plain, quarters embroidered and 
vamp toes. Blue lizard pumps have red kid 
appliqued points on vamp throat, quarters 
and heels. The same model is repeated in 
black antelope and black patent. 

Marouf is the one house now famous for 
launching new materials. Never does one 
go in there without finding something new. 
The latest, materials, to be shown for the 
spring collections in January and February 
are of metal thread combined with silk, hand 
woven. Also, this house is about to launch 
a bright green hand woven tissue with a 
faint silver tone, trimmed with green satin 
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SEEN IN PARIS 


or silver kid to be worn with a black or white ensemble 
as well as an all green. 

The useful all black evening shoe is no longer quite 
smart with an all black ensemble. Black shoes may be 
worn with black, but they should have bright colored 
heels and some trimming on the vamps of the same 
color as the heels. So far this mode has been adopted 
by the ultra-chic women only. 


[* the all black, for those in second mourning there is 
a model, a pump of black satin and black crépe de 
Chine, vamp of crépe de Chine, shank and quarters with 
applique of satin, satin heels (see illustration.) The 
appliques, throat and heels are minutely bordered silver. 
Another model, not yet ready, that will meet with great 
success, is of a tissue of steel threads and black silk, 
handwoven, very supple of the brilliance of shiny coal, 
this is to be made in a pump, with steel buckles lined 
with bright green and green heels, or trimmed with 
minute bands of gold kid, gold heels. 

Of the new materials for spring there is a tissue made 
with silver threads which looks like tiny diamanté— 
with this there will be the usual fine bordering of silver 
kid, silver heels, or perhaps diamond studded heels, if 
the shoes are to be worn with a very elaborate ensemble. 
Either open sandals or pumps. Then there is a hand 
woven silver tissue with gold forming a check design— 
this will be trimmed with bands of gold on the outside. 
gold throat binding, and gold band on heels. The illus- 
tration (No. 4) gives the idea of the model to be used 
for this newest material, though the original of this 

[TURN TO PAGE 87, PLEASE] 
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The title of this 

















article may not be 
grammatical but it 
is what “Spike” 
Arnold does; and, 
as this is all about 
him and his ways 
of getting business, 
we will let it stand. 













































He Kids ‘Em Into Buying 


By Harry R. Terhune 


Field Editor, Boot AND SHOE RECORDER 


shoes out in Kansas City. There are mighty 
few folks in the four adjoining states who have 
not heard of him, from him or who do not know him 
and his store. That goes for males all the way from the 
Boy Scout age to grads of the Old Men’s Home. 
Perhaps we shouldn’t tell the secret of this kidding 
business, but Spike does not keep any cards up his 
sleeve, so here goes. 
“Kid ’em into buying, but never let them know that 
you are doing it. Unless you know the trade mighty 
well, never be funny or familiar. If you do know them, 


66 S PIKE” ARNOLD has a great time selling men’s 







a line such as “Hi, Jim, think you are getting stuck?” 
may go “O. K.” So says Spike. 

Before relating some of Spike’s latest stunts, just 
get this slant on his thoroughness. It will show how 
he not only gets to know so many men, but how he keeps 
their good will. This good will is the very life blood of 
this business that he has so carefully and conscientously 
built up. 

Every man who comes into the store receives a few 
words of greeting from Spike. On busy days the words 
are quite few, but the brevity is over balanced by the 
warmth and spontaneous sparkle of the repartee. If a 
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missing size causes a customer to walk, the greeting is 
even a bit more hearty than if the man had bought an 
armload of shoes. 

Now isn’t that good business? 

It may be form in tennis and taste in cigarettes, but 
it is teamwork that rings the bell in this shoe store. No 
one man could possibly place and call every customer by 
name. <A thoroughly trained salesforce makes an intro- 
dluction like this: 

“Mr. Arnold, this is a new customer who goes to 
dp teee ” or “belongs to ........., Mr. So and So 
sent him in.” If the introduction is keyed this way, 
“Mr. Brown here, says that he has bought so many shoes 
and sent in so many customers that he thinks he should 
have a medal or something,” Spike has no difficulty in 
making that customer warm right up to him. 


There is a naive way to adjusting complaints in this 


store. A man comes in with a kick, either real or 
fancied. He is given a sales check all made out which 
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calls for a new pair of shoes, except that the amount is 
not filled in. Then he is asked to “write his own ticket.” 
The cost of adjustments is down to a minimum. 

In the accompanying photograph are two good stunts, 
juts as though one wasn’t enough. The centerpiece was 
a shadow box “cave.” This was made of cardboard, 
painted white and covered with glitters. Massed around 
the cave were some ordinary rocks which had been given 
a glue bath and sprinkled with glitters. 
on this made it a dazzling affair. 
“Bostonian Sport Shoes are Cool As a Cave,” so the 


‘Kave Kool” carried out the motif. 


A spot trained 
The song theme was 
crisply coined words, ‘ 

In the right hand corner was a regular nail keg, which 
was thoroughly gilded. It was filled with what appeared 
to be regular five inch spikes. An honest to goodness 
hammer lay against the keg. Resting on top of the keg 
was this sign. “$5 to the person who can drive one of 
these spikes through the sole of a Bostonian shoe.” 
The spikes were wooden pencils. Printed on them was 
Spike’s name and address. 

See the ties and suspenders in the window? ‘There are 


lots of them sold every day. As this is being read, there 


will be a fine spat showing. And such colors. Reds, 
heather mixtures as well as the stable colors. Who is 


crazy enough to wear red spats? Why, cheer leaders, of 
course. Who knew they would wear them if he had 
them? Why Spike, of course. 

No mention of this human, lovable fellow is complete 


He knows his collegiates. 
unless we tell of his correspondence. (Caution—before 
trying to imitate, reread the third paragraph. ) 


ORM letters, which go out about four times a year 
to certain groups, are the sole means of keeping a 
great number of good fellows in line. Many of these 
boys are not newspaper readers, so the only way of get- 
ting their ear is through a short note. The following 
give a glimpse of the famed Arnold letters: 

Your A. W. 


To a veteran—“The new ones are here. 


©. L. is up. Sincerely, Spike.” 
To a banker—“You bankers call me when my notes 


My! 


Report. 
are past due, so I will have to call you. You are 
long past due.”’ 

To a sick friend—“Just heard that you are on the sick 
list. Hope you will soon be O. K. And then besides, 
sick men don’t wear out enough Bostonian shoes.” 

To a prospective customer.—‘“We do not say our shoes 
are much better than some other good shoes, but we do 
say, however, our store service is far better than many. 
What I am trying to tell you is—we want your shoe 
business.” 

“You never know what little things will bring in a 
big guy,” was Spike’s comment, as a letter addressed to 
one of the biggest executives in the city was read. It 
said: “I hope you step in somebody’s gum. Sincerely, 
The story back of this was that that man had 
Ordinary 


Spike.” 
not been in the store for several months. 
courteous letters never got to him, as his secretaries con- 
This letter was all that was spread 


It turned the trick. 


sidered them ads. 
on his desk one morning. 
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Getting More Shoes Sold Right 







E. O. Ray 


Merchandising First 


es actually starts long before 
manufacturing. When someone has an idea 
of the need for shoes for a function of fashion, or 
for a service and a fit, then the ultimate production 
of that shoe is just one step along the line to its 
successful sale at retail sometime hence. 

Study the Sunday papers and you will see the 
greatest example of selling sunshine that has ever 
been attempted in America. Florida sunshine is 
being sold by steamboat companies, railroad and 
local communities to stimulate mid-winter atten- 
dance at the Florida beaches. 

For example—every fashion publication is illus- 
trating sun-tan dresses and the accessories that fall 
in line with sunshine. Every department store in 
America is devoting window display and the power 
of publicity to the encouragement of purchasing 
power of America to spend for those things now— 
“In Sunshine.” 

The actual amount of immediate business to be 
done by steamboat companies and railroads and the 
great army of stores is in very small proportion to 
the number of people that can afford the trip south. 
It is infinitesimal in comparison with our total popu- 










lation. But the effect of it all is to incerest a great 
buying power of women in spring and summer 
dresses and footwear and all of the things needed 
when sunshine actually spreads the country over. 

Such a unanimous campaign, advancing spring 
and summer purchase has never been undertaken be- 
fore. It may not be with design but it is in the very 
instinct of merchandise to speed up the power of 
anticipation and thereby help sell goods earlier. 

This is one season where more effort has been 
and will be put into the stimulation of the power 
to purchase by the public. 

The day is done when a merchant can wait for 
the public to come into the store with its dollar to 
buy shoes and other goods. The merchant must 
make an effort to tease that dollar out of the 
purse; for the instinct of the public is to hold on 
to it. 

Most every consumer has enough pairs of shoes 
for normal use without going into the stores to 
buy more. That public could withhold its buying of 
shoes and still continue to be shod for sometime to 
come. 

It is now time for the merchant to put every pos- 
sible intelligent effort into the publicity and presenta- 
tion of his merchandise to encourage the public to 
buy. This American public of ours has a hunger 
for things that is the amazement of the entire world. 
As we satisfy that hunger so we keep the dollar 
in action, making possible production and wages and 
the continuance of this wonderful machinery that 
makes business a busy function of buying for a store 
need and selling to satisfy the public in its desire 
for new and appropriate things. 

In all probability, this will be the more difficult 
year in which to do business but if it were less diffi- 
cult competition would multiply and there would be 
no profit. for anyone anywhere. 

The test of the season ahead is in how you in- 
dividually approach spring and summer, the best 
selling months of the year. 


lt 


Where Do You Fit? 


INCOLN once said, “You can fool all of the 

people some of the time. You can fool some 

of the people all of the time, but you cannot fool all 
of the people all of the time.” 

For years the people of America have been mis- 
led, often fooled, by the hunches of some other per- 
son. They have learned by the hard but exacting 
methods of trial and error. They have never as a 
whole based their actions on fact which in turn is 
based on the old but true definition of a fact. A 
fact is a condition which, once established, becomes a 
truth to remain constant throughout time and space. 
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In 1930, the United States will start one of the 
greatest of fact finding efforts of any time—the 
Census of Distribution. It is the first great attempt 
to secure all of the known facts about American 
business that can be secured. These facts will cover 
the entire range of business from the initial produc- 
tion of a given commodity through the channels of 
distribution, wholesale and retail, to the ultimate con- 
sumer. When all of these facts are finally compiled 
and are available to business they will furnish the 
basis for determining the action to be taken by busi- 
ness in any of its ramifications. 

The business men of America must work with the 
Government by assisting in every way possible with 
the gathering together of whatever facts they may 
have at hand which will help to make up the final 
mosaic. The total work will be of no use in itself, 
but must be used by business in the direction of their 
everyday work. Every figure and fact pertaining to 
their own business field or any allied business must 
be properly analyzed, related, measured and finally 





Still Lighter Shoes 


HE’ convention of 1930 will be regarded in 
future industrial history as one of change— 
let’s hope for the better. At any rate, the stimula- 
tion in the men’s end of the business is to be noted. 
At least three lines of shoes were on display, fea- 
turing the lightest weight men’s shoes ever created. 
The shoes were light in material and light in con- 
struction, close-edged and as trim as any shoes 
made. It remains to be seen whether business men 
will accept these new shoes. 

The demand for exceedingly heavy weight shoes 
has diminished some. They are now only wearable 
in the winter season. 

Approaching spring and summer, the introduction 
of these new airweight shoes is rather significant 
and we look to the developments of the next few 
months as to their place in the scheme of increasing 
the pairage of men’s shoes. 
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correlated and adjusted to 
the conditions which pre- 
vail within their own busi- 
ness. Business must be 
adjusted to the facts as 
they exist. Facts will 
never adjust themselves 
to business. 

Uncle Sam is not trying 
to fool any of the people 
any of the time. He is 
trying his level best to 
transmit to the people the 
true picture of business as 
is shown by the Census of 
Distribution. It is up to 
every business to cooper- 
ate with the Government 
and use to the fullest ex- 
tent the facts which will 
be made available. 

In the old days business 
was done largely on guess- 
work. Modern business is 
learning to substitute facts 
and figures. 








—Good News— 


Criticism has been made of the 
shoe trade in one of those broad 
general statements—“it can make 
wonderful shoes but it is mighty poor 
in building sons.” 

If you will analyze that for a 
moment, you will see that any indus- 
try that absorbs so much of a man’s 
time so that he thinks, lives and 
almost eats shoes, is hardly compen- 
satory for the quite necessary family 
function of training and building 
sons to carry on in the next gen- 
eration. 

But we see the light of promise in 
the number of young men, sons of 
successful shoe merchants and man- 
ufacturers, who have become partici- 
pants in conventions and business 
developments this year. 


A very outstanding observation of 
the St. Louis convention was the num- 
ber of young men present. Perfection 
within the industry either in produc- 
tion or distribution is not yet to be 
found—neither will it come in this gen- 
eration. In all probability, not in the 
next—but progress is being made, a 
noble progress. 

The participation of younger men in 
the new business problems indicates the 
perpetual youth of this industry. 


Sut UTute 


President. 








The advance made last 
year in the sale of sport 
shoes and the change of 
terminology to “summer 
shoes” now takes a step 
further along in these ex- 
tremely light types for 
home, dress and maybe 
business wear. 


Higher High 
Heels 


Some rather eccentric 
advertising in New York 
City, showing impossible 
high heels, has had its 
effect. 

At the national exposi- 
tion, at least six lines were 
noted having full four 
inch heels. 








Shoes the Young Lady Will 


Need for Spring 


By MADAME HAMILTON JEFFRIES 


Fashion Editor, Boor & SHOE RECORDER 


S soon as the winter snows start to disappear 
A the appeal of the new becomes strongly 
entrenched in the heart of the young débu- 
tante. The new spring suit, the smart little turban 
and the soft little blouse with indefinite lines and 
bindings, all suggest an entirely new shoe wardrobe. 
After the wadded night-robe has been laid away 
in camphor until next season, new lounging mules 
and bedroom slippers must be bought for the spring 
negligée. 
There are many new and attractive combinations 
of color and design that the 


and soft pinks with deep inlays of real lace, either 
in black or in beige. Very often a lace jacket ties 
like a soft loose coat, hence the lace mule is about 
to come into its own. 

It is sometimes difficult for the mother of the 
youthful daughter to visualize the desires of the 
young girl. Times have speeded up to such a degree 
that the luxuries have become necessities. The im- 
portance of correct footwear for the daughter of the 
family should not be merely a matter of finance. It 
has been said that a man’s prosperity is often mea- 

sured by the garments of his 





fashionable déb and her busi- 
ness-girl sister may choose 
this season. The hiking 
hoot is favored by our second 
year college girl, for long 
tramps on Saturday are the 
joy of the boarding school 
week-end, and a correct shoe 
is necessary. Next she may 
choose her spectator sports 
shoe in suéde and calf com- 
bination. This shoe usually 
carries a leather heel and in 
some way blends with the 
general scheme of the soft 
tweed or woolen town suit. 

A pair of cocoa brown kid pumps she must have 
for various costumes she may wear during the day. 
She fitids that the brown pump may be worn with 
varied silk and wool combinations. The more dressy 
pump type with a control buckle for the afternoon, 
must not be overlooked and, as she likes the open 
shank one strap, two shoes may be bought instead 
of one. 

Dinner is a very important function for the débu- 
tante or college girl. She usually selects a trimmed 
vamp or strap line, sometimes preferring the little 
lower heel. And as she is very young and likes 
simplicity, she selects a simple evening shoe banded 
in gold with little bow-knots. The slippers are 
usually white and may be dyed to match the frock. 


Lace Mules A New Note 


The lace mule is the delight of our extravagant 
moderne. Negligées are being shown in rose beige 
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wife and daughter, and while 
this is not literally true, 
nevertheless the cultured per- 
son usually puts into the 
selection of her wardrobe the 
same discrimination which 
she displays in every other 
act of her life. 

Many brilliant people often 
lose their opportunity by 
carelessness in their ward- 
robe and by failure to antici- 
pate their needs. Most of 
the successful merchants of 
today have a keen eye on the 
timing of their displays. 
They anticipate the desires of various customers who 
want merchandise almost before it is out of the 
hands of the manufacturer. 

Very often the specialty shops run away with the 
department store trade because of the individual 
attention and the quick service rendered to the 
casual customer. 

The casual customer is a prospect, or otherwise 
she would not be casual. Make her realize that you 
can select her wardrobe and send it 90 per cent 
perfect because you know her type of footwear and 
also know her tastes. That is the service that must 
be rendered from now on. 

Showing customers merchandise in relation to its 
use is one of the most effective ways of selling. If 
you simply show a multiplicity of shoe patterns in 
your windows you will not create the buying urge 
that results when you demonstrate the use and pur- 
pose of every type you show. 
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.Brocaded mules in 
soft pastel tones. 


tw 


. Pale green kid with 
two t ed or ts 





— 


. Tramping or hiking 
boot viscolized and 
rainproofed. 

. All leather heel town 
oxford of suede and 
kid combinations. 


5. Dark brown kid with 
beige clair inlay. 


— 


~ 


6. Kid pump with smart 

buckle control. 

7. Dinner shoe of black 
crépe with gold over- 
lay. 

- Black Chantilly lace 
mule for luxurious 
wear. 


os 


9. White moire evening 
pump with gold kid 
overlay. 
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One Major Interest-Shoe Selling 


N.S. R. A. Convention Distribution-Minded with 


the Searchlight Trained on the Shoe Store 


N the inner council chamber of the National Shoe 

Retailers Convention, the board of directors, met 

daily to sense and stimulate interest in one major 
thing—selling shoes successfully for spring and summer. 
In the picture above, you see them in session. In the 
words below, you get the new picture as seen by Presi- 
dent re-elect, Anthony H. Geuting: 

“We are, after all, one great family. We have just 
one job to do—tanner, manufacturer, retailer—to dis- 
tribute the shoes to American citizens in a most effi- 
cient manner at the least possible cost but, gentlemen, 
on a bankable basis. And when the Government offi- 
cial this morning emphasized that fact, it shows how 
wrong it is for us to conduct our business in a way 
that is a loss. 

“People don’t want losses; they don’t want failures. 
We have no right to have them. It is uneconomic to 
have failures. Every one of you is entitled to make 
money. That is what we have preached for a great 
many years, and I think you are about to find out that 
after all it isn’t in the wood for you to sell shoes 
cheaper than anybody else. 

“Don’t mind the other fellow’s business; attend to 
your own. Do a good job and see that you get a profit 
on every pair of shoes you sell—not a grafting profit, 
but a profit.” 

The summary of the thought of the convention was 
best given by F. J. Nichols, a merchandising counsellor 
from Dayton, Ohio. He said, in highlight: 

“There are certain fundamental, unescapable laws 
that make for success in business; just like any other 


laws, if you follow through you will be successful, if 
you violate them you are in trouble. 

“The time has come in America for us to stop minc- 
ing words and in conventions and conferences as well 
as in our individual businesses face the facts, and I am 
going very quickly to bring to your attention some of 
the things that we must consider in the shoe business 
today. 

“In the first place, if you are going to make bigger 
profits in this business, it has got to come from better 
merchandising. Better merchandising has a lot of 
things, and we will go through those very briefly here, 
hitting only the high spots because there is time to do 
nothing more. 


OU need better merchandising in the shoe busi- 

ness, gentlemen. Sometimes I think you haven’t 
any ; that some of you don’t know what the word means 
or, knowing it, are unwilling to do the work that is re- 
quired. 

“As an industry here is what you are up against. It 
isn’t a question of the price of leather, it isn’t the ques- 
tion of the initial cost of your shoes; the problem is 
the cost of distribution, and it has got to come down. 
I agree with Mr. Geuting that your prices must fluctu- 
ate as other things fluctuate, that this thing of fixing 
something and nailing it down to stay there is archaic 
and doesn’t fit 1930 conditions. 

“We are in the midst of a whirlpool of changes and 
some of them are very radical. We've got to be ready 
to meet them overnight. The standing indictment 
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against retailers of all kinds in America today is the 
high cost of operating your stores. Your problem is to 
bring down that cost. There are several ways you can 
do it. You can do it, of course, by cutting all the ex- 
penses, just taking a knife and slicing them down but 
that doesn’t work. The most effective way to reduce 
the cost of distribution is to increase the sales. 

“You can do that in two ways: You can sell more 
pairs of shoes, or you can get a better price for the 
ones you are now selling. Personally, I think most of 
you can do both, for it is perfectly clear that the sales 
of shoes can be increased 
in this country as you 
have demonstrated dur- 
ing the past year. 

“One of the difficul- 
ties is that you have been 
alibiing yourselves and 
your industry. You have 
been sitting back and 
saying, “The trouble with 
us is the competition 


cago. 


Louis. 





1930 Officers and Directors 
of the N. S. R. A. 


President—A. H. Geuting, Philadelphia. 
First Vice-President—Reuben Stiefel, Chi- 


Second Vice-President—Arthur E. Ebbs, St. 
Third Vice-President—Jesse Adler, 





these high school boys and girls and that is because 
they will have money in their pockets. Prepare for 
change—and be part of the change yourself—your busi- 
ness and your profits.” 

Mr. Nichols, later on in the course of his address. 
told the convention some significant things about dis- 
tribution. He said: 


DON’T know whether you men have studied some 

of these fundamental, sub-surface things that are 
under way in America today or not, but if you will take 
the trouble to piece to- 
gether the things which 
have been set in motion 
in the last thirty days, 
you will realize that 
those things cannot start 
in America without mak- 
ing business much better 
than it has ever been be- 
fore. We are on a very 


New much more solid foun- 


from other stores, chief- 2 York. dation than we were last 
ly from chain stores.’ = Fourth Vice-President—L. F . Tuffly, Houston. = year or the year before. 
It isn’t the ‘chains’—it’s E RB a etary-Treasurer—Martin Murray, Wilkes- “In your stores what 
be . ) 
he change. ' The following directors were chosen: Joseph must you do? In the first 
I heard Charlie & p, Kohls, Yakima, Wash.; Elwyn Pond, Flint, place, you should put 
Kettering, vice-president Mich.; B. W. Shaub, Lancaster, Pa.; George J. into operation in your 
of General Motors in Bunn, Salem, Ohio; Paul O. Kuehn, South - business some sort of a 
charge of Research, say & Bend; Harold J. Volk, Dallas, Texas; M. A. system that will give you 
Gn Ghee dee Ot & = Condon, Charleston, S. C.; Arthur E. Ebbs, St. he facts about that busi- 
e other day tha © & Louis, Mo.; J. C. Fedler, Jr., Louisville, Ky.; the facts ab 
outstanding problem & Charles E. Williams, St. Louis, Mo. : ness—not only in gen- 
with which their research & The selection of the next convention city was eral terms of so many 
organization is con- & left to a special committtee of which President = dollars of sales; not only 
cerned today is: What = Geuting will serve as chairman. It is the in- = in terms of sales of 
bied of autem ‘II = tention of the committee to give serious con- = .n’s shoes, of women’s 
- ; 7 = sideration to invitations the association has ree = "5 10%» : 
this year’s crop of babies = ceived from numerous cities which desire the = shoes, of children’s shoes, 
want when they are fif- = convention next year. = of accessories of various 
teen years old? Not be- = = kinds—but taking Bur- 
cause in 1945 they are Su rill’s suggestions, carry 


going to drive the cars 

and pay for them; because in 1945 those fifteen and 
sixteen year old boys and girls are going to have more to 
say than today about what their families have and do. 


HERE is another reason why you are interested 

in this and that is looking ahead into the future as 
all wise business men are doing, you are face to face with 
a higher degree of intelligence with which you have to 
get ready to cope, for with this kind of an increase in high 
school attendance we are going to have better brains, 
better thinking power, higher appreciation of values in 
the years that are ahead of us. 

“It is just inevitable, gentlemen, that those associa- 
tions, those businesses that gear up to it and follow 
along will get the business and those who don’t will 
wonder what is wrong. 

“There is another reason why you are interested in 


Boor AND SHOE RECORDER 


combining THE SHop RETAILER, Jan. 18, 1930 43 





that study down into 
sizes and the other details that your Association has 
worked out, for that is applying to your business a type 
of record-keeping and accounting which in every other 
kind of a retail business in this country has cut down 
distribution costs and increased profits. 

“The day is here when it is time for your industry to 
stop talking about it and actually put some of these 
things into operation—not in a few stores but in shoe 
stores generally from coast to coast. There is sufficient 
power and influence in these four walls here this noon 
to see that that program is carried into operation across 
this country through your Association. 

“Gentlemen, you can start with the biggest department 
stores, you can go into one chain organization after the 
other, you can go down through hardware and dry goods 
and groceries and everything else and we find just one 
thing: a multiplicity of unnecessary items in stock.” 





By 


Madame Hamilton Jeffries 


FTER four performances of the runway shoe 
style show at St. Louis last week one came to the 
conclusion that color and simplicity were the out- 

standing features of the coming footwear. The combi- 
nation of beige clair with powder brown complement was 
a universal acceptance in color harmoney. The sport 
oxford, day time and afternoon shoes, all reflected this 
combination. In using beige clair or any neutral tone 
it was thought necessary to trim with a definite and 
decided contrast of a harmonizing color family. 

The anticipated brown shoe in warm tones was shown 
in afternoon and town wear and is generally used in 
solid color and fanciful trims, or all solid colors. 

White with color was shown in rubber sole footwear 
and the introduction of white with blue and the darker 
shades was perhaps a new sport tone. A surprising 
number of gristle fiber and rubber sole footwear were 
displayed on the runway. Some of these shoes expressed 
a modified square toe, which is still accepted in some of 
the western divisions of the country. The patterns of 
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ARTFUL PATTERNS, SIMPLY f 


The ‘Recorder > Fashion Editor Writes Her Observations 











Here’s the 
Runway at St. Louis 
—and the Girls Who Graced It 


the active sport wear incorporated angular lines, which 
are an absolute necessity for this season because of the 
angular dress lines and new neck treatments in tennis 
and sport wear frocks. Many of these oxfords were 
tongueless and this feature seemed to add to the light- 
ness of the footwear. The introduction of glace calf 
was outstanding because of the sheen and the lightness 


of its appearance. 


UMPS still dominated for daytime and afternoon 

wear. Patent leather overlays were seen on some of 
the smartest shoes, as were strippings of kid in diagonal 
lines, cross vamps and quarters. The varied heel heights 
were a matter of comment and some of the pumps 
showed 22/8 heels in the daytime feature. Black mat 
kid was the buy of every keen merchandising man and 
it should be remembered that black is anticipated as a 
steady spring seller. Black patent leather strip pumps 
with the very high heel was also in the style picture, as 
the black crepe afternoon dress will run through the 
summer. 

Color kids for daytime wear were bought extensively, 
as were linens in natural and white shades. The new 
diamond shape tip on the spectator sports wear and also 
in the daytime footwear was striped with a very fine 
hair line of contrasting kid and the center quarter line 
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Times 
This Aggregation 
of Talent and Beauty 
Played to Capacity Audiences 





was much lighter in appearance because of the V shape 
overlays or brogueings used instead of the heavy over- 
lays of last season. Here again the fine hair line of 
contrasting kid was used as an outline for the general 
heel pattern. 


N the spectator sport wear black and white natural and 

dark brown, some tones of green and gnarled on 
mottled linens predominated. Tones of green are still 
very strong in the buying program both in kid and 
fabric or used in reptiles as an overlay on white. 

The seamless quarter line is still a very big item in the 
bench-made type of shoes. The daytime kids and after- 
noon wear range from beige clair into pecan shades, 
then into the warm, deep browns. Contrast, the most 
important style trend of the season, was observed by all 
buyers. The authentic smockings, braidings and over- 
lays were cleverly observed, patterns being simple and the 
straddling of two or three colors being used in most 
every shoe line. Some keen buyers are anticipating the 
blue run for a few months, hence others are waiting for 
developments. Pastel kids and whites were again bought 
by some buyers, others waiting a few weeks before plac- 
ing orders. The general trend of the shoes was toward 
graceful and airy patterns, the one-strap and center 
buckle in very graceful and dignified contours being 
universally bought. 

Shoe men and buyers have both come to realize that 
it is not necessary to flood the market with diverse pat- 
terns and crude, harsh colors. Instead they have used 
tried and salable patterns of other seasons, changing a 
bit here or there, using a different last or another heel 
height, and by studying color blends and the possibilities 
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Was 
It the Girls or 
the Shoes They Applauded? 
That’s Perfectly Easy, ’Twas Both 


of the uses of a shoe have turned out beautiful numbers 
in sound merchandise. 

Buckle proportions have made great strides. The 
keenest of the style creators have grasped the possi- 
bility of simple buckles in right proportions as the key- 
note of the strap complement. The getting together of 
the heel man, the last man and the leather man with the 
buckle merchant has brought about a great change in 
the shoe business. Patterns have been refined, the trial 
and error menace has been eradicated to a great degree 
and the terrible costs of samples which are never put into 
lines are gradually being eliminated. The close coop- 
eration between the leather stylist and the retailer is one 
of the answers for the true and sane colors that have 
come through on this year’s shoe. The influence of the 
authentic textile color card is gradually showing marked 
strides. 


VENING shoes are universally pumps or airy one- 
straps. The acceptance of pale green to be worn 
with white or pastels and the deeper greens with the 
black lace evening gown cannot be denied. Today the 
public decides just what shade they want in their evening 
shoes and the débutante is very careful to see that her 
complexion and her skin be given all the beautiful back- 
ground of color rightness and youth. Some of the 
lavenders, pale blue combinations and other pastel colors 
are strongly in the evening picture. Gold and silver 
trims or dresden embroidery seem to be the acceptance 
of all. 

With the darkening of the summer hosiery from last 
season’s coloring to this comes a peculiar acceptance of 
off shades that add to the smartness of the costume. The 
satin shoes for evening are gradually coming into their 
own. Crepe and moire are still being worn and used 
for dyeing as well as the light brocade, but as the season 
progresses the dyed satin evening footwear will be very 
smart because of the very long skirt. 


















A Governor who can 
stand in his own shoes 
and know he's right 





HE scene is the grand ballroom of the Jefferson 

Hotel, immediately following the president’s 

dinner, the opening feature of N. S. R. A. con- 
vention week in St. Louis. The audience is seated. 
The curtain hasn’t risen, for this act takes place off- 
stage. The spotlight is turned on the actors cast for 
the two leading roles. One is no less a figure in public 
life than His Excellency, Governor Henry S. Caulfield 
of Missouri. The other no less a figure in the shoe 
world than Jesse Adler, perennial advocate of correctly 
shod manhood. 

As one follows the thread of the dialogue, one gathers 
that the Governor is being presented with shoes, many 
shoes. Not that the Governor needed shoes especially 
or was without shoes before. He always wore them, at 
least ever since those boyhood days, when very probably 
he lived that same sort of care-free, shoe-free life that 
another great Missourian, Mark Twain, has pictured so 
delightfully. 

But from now on, Governor Caulfield is destined to 
walk, not as other men, but as one of those rare mortals 
who are, we hope, to become less rare as time goes on, 
the perfectly shod American who sets an example to all 
his countrymen. Mr. Adler himself has said so. 

“Why, your Excellency,” he exclaims, “this question 


He’s Surely Shoe Conscious 





you're in doubt, the gen- 


is Jesse Adler 


of shoes could almost be made a political issue if the 
male citizens of this State and country could be made 
to realize that it is important for health’s sake and 
hygiene, not to speak of comfort, to change their shoes 
as frequently as their shirts and undertogs. 

“In asking your Excellency to set the pace in footwear 
I feel that a great good may be accomplished. For the 
many who are guided by your views and judgments will 
follow your footsteps in the matter of footwear. Thus 
you become a model not only as a chief executive of State 
but as a discriminating model and arbiter in shoe 
fashions. No small reputation for any governor to 
earn, your Excellency. 


E are accustomed to hearing it said that out of 

the mouths of babes words of wisdom come, and 
now we are using the hands of babes to bring to your 
Excellency our shoe wisdom. And now, Mr. Governor, 
let us proceed with the presentation. We have felt that 
this event is of such importance that it should be attended 
with the pomp and ceremony befitting the occasion. So 
one by one we present these shoes to you, borne upon 
traditional silver platters. I feel proud that we are able 
to.put you on a better footing with your fellow citizens. 
I feel proud of these products of the shoe industry.” 
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SUNTAN VOGUE 
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demands White Kid shoes 


Women know that 
the beauty of the 
Suntanned leg is 
greatly enhanced by 
White Kid shoes 


and they will all buy 


make the profit which 
the Suntan Vogue 


insures this summer 





by having sufficient 
stock? Cer) 


cAmalgamated Leather Companies, Inc. 
Offices:319 Arch Street, Philadelphia~ Factories :Wilmington;Del. 








Billy Rogers—Shoe Merchant 


By HAROLD WHITEHEAD 


BUSINESS CONSULTANT 












































The Story ILLY ROGERS wanted to own a shoe store. He had $17,000 and 
some practical experience acquired as a salesman in Parker’s Shoe 
Thus Far: Shop. George Morland was willing to sell his store for $22,000. Acting a 


on the advice of June Solent, Billy consulted Jethro Blunt, president of 
Fretton National Bank, and the latter scanned the figures on Morland’s business. Billy 
decided not to buy Morland out and after consulting his former boss, Parker, decided to 




















. launch his own business. He picked a promising location, acquired a stock and opened we 
his store. Billy’s competitors made trouble by cutting prices. The matter of collections aii 
causes Billy and June a lot of worry. They decide to go on a cash basis and send out a aan 
collection letter to customers whose accounts are overdue. The letter produced unexpected sick 
results, angry protests and lost customers. Getting his stock down to a reasonable figure is tie 
Billy’s next problem. He hears a talk at the Chamber of Commerce on retail merchan- anil 
dising and later confers with the speaker, Professor Brinstead, on his own problems. He | peo 
decides to dispose of his dead stock at any cost and finally sells the surplus merchandise FF... 

; in Boston, but at a staggering loss. Later Professor Brinstead invites Billy to dinner and “a 
suggests that his nephew, Jack, join Billy in the shoe business. they 

iffer 

HEN Billy arrived at his store the morning after B 

his talk with Professor Brinstead, his mind was er 

full of the possibilities for his business that might hoes 

come from having Brinstead’s nephew, Jack, working for Pere 
him with the prospect of his becoming a partner. iii 
Lyman Acks was back at work that morning; he still ms 
looked tired and worn as the result of his operation, but MJ 
his evident pleasure at being back in the store again caused nitin 


a tinge of color to flush in his cheeks. It was arranged ma 
that Riley, the temporary assistant whom Joel Grant found pr 
for Billy at the time “Lilacs” was taken ‘ill with appendi- 
citis, should stay until the end of the week, when that fine es 
but restless young man was returning to Boston. “A 

While Billy was talking to “Lilacs” about certain stock 
changes in the store, the door opened and Martin Bloom pay 
of the Fretton Real Estate Co. came in. think 

“Morning, Rogers. How’s tricks today? Got a few min- 


two 


costit 


that | 

utes to spare?” He grinned cheerfully as he spoke. of or 
“Sure have, Bloom.” Billy walked over and shook hands wipe 
with his caller. ‘Well, what have you got on your mind?” for #1 


Bloom gave a rather worried and appraising glance at “y 







Billy. “As a matter of fact, Rogers, I don’t know how Bileos 

pleased you are going to be to see me this morning. Any- thom 

how, I am not here officially, if you know what I mean.” are ti 
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Billy didn’t know what 
lie meant but said nothing. 
\fter a moment Bloom con- 
tinued : 

“It’s like this, Rogers. 
You remember I told you 
some time ago that the Guar- 
antee Shoe Company were 
after your location. You 
were a little too smart for them, or. rather for 
me, for while I was waiting for Toni Perelli to get 
sick and tired of his business and be willing to 
vive up his lease to get rid of it, you got there first 
and bought it from him. Well, the Guarantee 
people were never quite satisfied with their loca- 
tion at the other end of the block. They found 
uit that you only have another year’s lease, and 
they have been to the owner and made him a good 
‘ffer for a long time contract.” 


ILLY blinked and then gulped, nervously. 

“Let’s see if I get this straight, Bloom. Do 
you mean that there is a chance of this store being 
rented over my head? Surely Piller would give me 
first crack at it. I expect to pay a little more than 
Perelli did, but it would seem like a pretty dirty 
trick to rent it over my head. Don’t you think 
so, Bloom?” 

“I agree with you,” said Bloom, “but the Guar- 
antee people, I believe, already have an option 
for ten years. Five years at twenty-four hun- 
dred a year, three at twenty-seven and the last 
two at three thousand. You see you are only 
paying fourteen hundred and forty.” 

“As a matter of fact,” Billy sighed, “it’s really 
costing me sixteen hundred, for I paid Perelli 
five hundred for his lease. But, gee whiz, I don’t 
think the store will stand a jump of rent from 
that to twenty-four hundred. That is an increase 
of over seven hundred dollars. Why, that would 
wipe out all my profits! I would just be working 
for the landlord.” 

“IT think you have got me wrong, Rogers,” 
Bloom said. “I haven’t come to discuss the ques- 
tion of a raise in rent, but to tip you off that you 
are likely to be turned out anyhow at the end of 
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the year. You have been here just about a year 
now, haven’t you?” 

“Yes,” Billy said, absently. He was. thinking 
of other things and wondering what it all meant. 
He realized that once again he had failed to think 
ahead, and here he was likely to be turned out of 
the store which he had really come to love. Look- 
ing up at Bloom he asked suddenly, “Are you sure 
the Guarantee people have an option?” 

“No, I am not,” Bloom replied, “but I saw their 
real estate man in our office only yesterday, and | 
think the boss is seeing your landlord, Piller, this 
morning. I know he has the option form all drawn 
up for Piller’s signature.” 


é 


UST sit down a minute, Bloom.” Billy dashed 


to the telephone, and after an anguished 
pause managed to get Piller on the telephone. 
“That you, Mr. Piller? Say, this is Rogers talking. 
When can I see you about a renewal of my lease?” 
There was a silence while Piller was evidently 
speaking. Then Billy began again. “Yes, but 
listen Piller, I’m right here now. You've always 
had my rent regularly, haven’t you? Isn't your 
money just as good from me as it would be from a 
big concern?” 

Again a pause as Billy listened with worried 
impatience ; once or twice he tried to break in on 
Piller’s conversation. Finally he had his chance: 

“What if he is there now. You haven't got to 
settle it now. Don’t you think you owe it to me 
to see what I can do first? Well, listen, I expect 
to pay more than I have been doing. I know 
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Presenting 


the NEW SPRING LINE 


containing everything 
you can sell at a profit 


pendent retailer as a Concentration line—a line that 
really contained everything that most retailers could 


HE greatest hazard 

faced by the independ- 

ent retailer is the need, fancied or real as his case 
may be, of buying from many unrelated sources. 

The lines from which you buy duplicate each other 
in whole or in part. You would be superhuman, if you 
prevented this duplication from creeping into your 
own stock. The natural results are excessive stocks, 
slow turnover, and drastic markdowns due to the slow 
movement of the goods. 

You’ve worked hard—sold enough shoes to make a 
profit—and yet have little more than your labor for 
your efforts. 

Brown Shoe Company has been diligently at work 
for many years with the definite purpose of producing 
a strong, well balanced line that would serve the inde- 





sell at a profit. Each succeeding year the line came 
closer to a co-ordinated unit—each di- 
~ vision fitting perfectly into the patterns 

of the whole... 

This year, more than ever 
before, the BROWNbilt Concen- 
tration line is a collection of 

specialty lines, each one designed and built in its 
relation to all the others, each filling a definite need 
in a well balanced .shoe stock. 

The Brown line contains EVERYTHING that can be 
sold AT A PROFIT, in 90% of the family shoe stores 


of America. 
The underscoring of the words “AT A PROFIT” is 
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Scores Pointless and Prosaic Ads 
Michael Murphy, Live Wire Texas Shoe Ad 


Man,. Leads Convention Forum 


problems connected with it contributed extra- 

ordinary interest to the open forum session on 
this subject, which was an outstanding feature of Wed- 
nesday’s program at the N. S. R. A. convention in St. 
Louis last week. Two things registered in the mind of 
the observer who attended this meeting: First, the re- 
markable degree of serious interest displayed by every- 
me in the room; and, second, the large percentage of 
young men in attendance. 

Michael Murphy, advertising manager for Krupp & 
Tuffly of Houston, Tex., a young man himself and one 
who isn’t afraid to strike out boldly from the beaten 
path in advertising, presided at the session. He plunged 
right into the subject. - 

Mr. Murpuy: Mr. Chairman, before presuming to 
present a plan for practical advertising for shoe stores, 
the first and most logical step to make a survey of 
Briefly, these are some 


\ NEW approach to retail shoe advertising and the 


the situation as it exists today. 
of the high lights : 
1. Most shoe retail advertising is too ordinary looking. 


With the ensemble or fashion coordination idea being 
promoted by ready-to-wear and department stores in 
connection with women’s apparel, where these people 
have put shoes into the costume picture on the same 
plane and with the same air of smartness as the gown, 
the hat, the bag and other related accessories, shoe 
stores as a whole have made little or no effort to keep 
their shoes in the fashion picture in a like manner. 

2. The advertising of low priced shoes and of fine 
shoes is too much alike. The people reading your ad- 
vertising can see little difference in the shoes from the 
printed messages you sent out to represent your store 
and its merchandise. You must justify the cost. 

3. A lot of shoe advertising is pointless. It apparently 
leads nowhere, gives little information and has no par- 
ticular selling job to do. 

4. Most retail shoe ads are too black and cluttered up 
with unnecessary details. What a difference it would 
mean to retail shoe advertising if all of tomorrow’s 
retail shoe advertisements in the newspapers were to let 
a little more white space into them. 





| WIGOW Ge BOS ¢ 


The Brown line is a distinctly retailer- 
built line. Patterns, price ranges, materials, etc., are 
not merely a manufacturer’s guess. The line reflects 
the close observation of retail results in hundreds of 
stores throughout the United States; stores that have 
been operating 100% on the Brown Concentration line. 
So the line contains those things that CAN BE SOLD 
AT A PROFIT. 

The next eighteen pages give you a bare outline of 
the Spring Brown Concentration Line. Study it. Con- 
sider its possibilities, line for line, with your own 
stock. Consider its ORDERLY DIVISION into neces- 
sary units for your own store. 


important. 


There are, at present, nearly five hundred shoe de- 
partments and exclusive shoe stores in America who 
depend ENTIRELY on the Brown Concentration line 
for their source of supply. Their retail volume runs 
anywhere from $10,000 to $200,000 annually. As a 
group, their operating figures prove, they are making 

nearly four times as much net profit 
as comparable shoe retailers who 
are buying from many sources. 
Their success is due to concentra- 
tion on a CON- 
CENTRATION LINE, plus co- 
operation from Brown Shoe Co. 
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Rrvows Gaoe Gowngasg, 


Manufacturers St. Louis 


The Brown 
Shoe Salesman 


is now on the road with the 
Spring line of Brown Con- 
centration Shoes. Defer 
your buying until he comes 
to see you. A letter or wire 
to us will bring him at once 
if you want him. 


George Hartmann operates a suc- 
cessful Brown Plan store on 
North 14th Street in Saint Louis. 
He had been a more than ordi- 
narily successful retailer before 
he changed to the Brown Plan. 
He expresses the advantages he 
has gained by saying, ““What a 
whale of a difference just a few 
more Brains make.” 


(Continued on Next Page) 
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5. Too many retail shoe advertisers are trying to do 
an industry job with a tiny appropriation. We will 
agree that there are certain very necessary things that 
it is desirable for us, as shoe retailers, to get into the 
public mind but at the same time it is my opinion that 
we should perhaps be a little more selfish with the adver- 
tising that our stores pay for. 

6. Too many retail shoe advertisers are borrowing 
trouble from the program that means salvation for the 
farmer. I mean by that a lot of us are trying to do 
diversified farming when the job calls for intensified 
farming. To elaborate on this point, handful after 
handful of birdshot—which is another phrase for mis- 
directed sales effort—is being scattered here and yonder 
with little effect when the job really calls for some well- 
directed use of heavy artillery. 

7. Too much retail shoe advertising shows an unpar- 
donable lack of planning. There is little or no uni- 
formity in the layout and copy. Hammering away at 
two or three well-defined goals produces more profits 
any time than trying to do a hundred things a year in 
advertising. 

8. There is far too little budgeting of advertising 
expense. 

I shall now offer some factors to relieve the situation. 


There must first be more thought given to advertising ; 
not only to advertising but the complete merchandising 








and selling process. Remember this: Your business 
profits come not from buying but from selling. Goods 
bought according to a plan have a better chance of being 
sold profitably than those bought without one. 

It is well to plan the outline of your printed sales 
attack beforé one pair of shoes has been bought. A 
good, sound, well-thought-out sales plan functions 
properly and faithfully regardless of what you buy or 
the price at which it sells. 

Naturally, before we can create a plan for selling, 
we must have some estimate or a budget to tell us how 
much money will be available to do the job. There are 
two generally accepted methods of setting up an adver- 
tising appropriation: (a) to figure a percentage of the 
previous year’s sales; (b) to figure appropriation on a 
percentage of your anticipated sales. 

Where business is generally in good condition and 
with no very great sales difficulties, the former plan will 
probably be best, but where competition is especially 
keen and you must fight for your rightful part of the 
shoe business in your community, the second plan not 
only gives more money for advertising but acts as a 
stimulus to increase sales so that the advertising ex- 
pense will be fully justified. 

After we have set aside the amount of money we are 
to spend for advertising for the year, it should be 
broken up and divided among departments in proportion 
to the part of the total business they contribute. After 








Leather From Our 
Own Tanneries 


An important unit of the organiza- 
tion that builds “shoes for every- 
body for every occasion” are the 
tanneries. These supply the special 
tannages that are required to make 
certain shoes outstanding in their 
field. 
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HE name “BROWNbilt 

FOOTLITES” suggests 
the- light airiness that is be- 
ing achieved by our own ap- 
plication of the Genuine 
“Compo” process. 
Plain regent pumps in Patent and Mat 
Kid—regent pumps in Watersnake, 


White Kid and Beige Claire Kid— 
Strap patterns and step-ins in dull 
black and Biege Claire Kid. They 
have the $10.00 look, and at $7.50‘ 
create volume sales, though allow- 
ing a splendid mark-up from the 
wholesale range of $4.00 to $4.85. 
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this is done, we should determine what to do with the 
money ; that is, break it up into allotments for: 


Newspapers 
Direct advertising 
Window display 
Outdoor 
Programs, etc. 


according to the amount to be spent in each of these 
media. 

Thus far our study has not taken us beyond appro- 
priating and planning to spend the money, so now let us 
decide what we are going to say in our advertising. At 
he very beginning it will be found helpful to set down 
m a sheet of paper the name of eath department to re- 
eive regular or special promotion, together with the 
things that we want people to read, believe and act upon. 

Then opposite each thing, set down phrases or 
thoughts that will tactfully communicate these things to 
vour prospects. When you have finished this you have 
your copy theme completed. There is your story—tell 
it; tell it again and again and again, driving the thought 
i little further into the public mind with the appear- 
ance of each of your ads. 

One very well known and highly successful adver- 
tising writer has constructed for himself what he calls 
his copy control chart, which is similar to the plan which 
I outlined to you just a moment ago. He sets down on 


paper the most powerful selling thoughts about his 
product. Every time he writes an advertisement he re- 
fers to his control chart and works into his copy two, 
three or possibly all of his selling ideas. He does this 
constantly throughout the year, sticking to his job, never 
wandering or straying off into different fields and al- 
though he admits that sometimes he gets tired of writ- 
ing the same old thing, in doing it he has brought fame 
and success to himself and tremendous results to his 
client. 

You will remember that in my opening remarks, 
among other things there were these criticisms: 

1. The ads are too ordinary looking ; 

2. That there was not enough distinction between the 
advertising of cheap shoes and of fine shoes; 

3. That too many shoe ads were too black and badly 
in need of the refining influence of white space; 

4. That there was no uniformity in layout and copy. 

I take you back over this ground because at this point 
I should like to have you give some thought to the lay- 
out and the physical appearance of your advertisements. 
Ordinary ads can be lifted into a higher plane through 
more attention to illustrations. Remember, the Chinese 
proverb, “One picture is worth ten thousand words,” and 
since pictures are so important in advertising, let your 
pictures be as fine as you can afford. 

If there are no artists in your town or city capable of 
producing good pictures of your merchandise, you can 
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ERE is the volume line of 

BROWNbIilt Shoes for women— 
They are truly magnificent values 
that magnify the feminine style seek- 
er’s $5.00 bill. This is the line that 
has built such tremendous volume 
and style prestige for BROWNbilt 
retailers. 

A complete range of patterns and lasts in all 
wanted materials. With the pumps at $3.00 
and most basic patterns at $3.15, BROWNbilt 

retailers are getting a splendid 
mark-up. Price range $3.00 to 
$3.35. 

To retail at $6.00 there is a 
line of imitation turns, in pat- 
terns of refinement and char- 
acter, all Kid lined. 


Once a year, Brown Plan retailers 
get together in 
groups. Every man in these groups 
has made an outstanding success in 
eg the retail shoe business, depending 
(Brownt 100% on Brown Shoe Company for 
\ Shoes / his source of supply. Each is a 
. —_ leader in his community. 


various sectional 


(Concluded on Next Page) 
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most certainly find one at some nearby engraving con- 
cern who can help you with this part. 

Until recently low priced shoes and high priced shoes 
have been illustrated, in some cases, in just about the 
same manner but now we see even the retailer of low 
priced shoes putting more thought and money into his 
illustrations. 

Next to illustrations, type is the most important ele- 
ment in improving the physical appearance of your ad- 
vertising and for that reason you may find it possible 
to persuade your local newspaper publisher to put in a 
set of special type for your ads or you can have them 
set in the plant of some printer who has a variety of 
type faces that would make your advertisements stand 
out in the crowded newspaper columns. 

With reference to obtaining some uniformity, con- 
tinuity or family resemblance (call it what you will), 
you can accomplish this thing in your advertising by 
taking your paper, pencil and ruler and tinkering around 
until you have hit upon a pleasing arrangement of type, 
picture and name plate, which will serve as your master 
pattern. From this master pattern you can create any 
number of variations, yet each ad will be similar—re- 
semblance that builds up your selling story as time goes 
on. 

There are four major sources of business for your 
store; first, those whom you are now serving; second, 
the other stores’ dissatisfied customers looking for new 








places to buy; third, newcomers; fourth, growing chil- 
dren. 

In appealing to any of these groups, no one medium 
can be said to be effective in reaching them all properly 
so perhaps it is well that we dig into the merits of the 
definite ways in which to reach prospective customers. 

First of all, let us consider daily newspapers. 

In recent years there has been a decided swing 
toward advertising in evening newspapers, brought 
about largely through the fact that the evening news- 
papers give a summary of all that has happened during 
the day while the morning newspaper must concern itself 
primarily with rewrites of the previous day’s news, to- 
gether with such evgnts as happen after afternoon press 
time. The thought is advanced to you that the family 
group reads and discusses the events found in the eve- 
ning papers and at the same time discussing plans for 
buying for tomorrow or for the next day. 

The morning newspapers, while in a minority, are in 
most cities firmly established and have a definite place 
in the homes of most citizens. The housewife now has 
more leisure time at her disposal than ever before, due 
to mechanical household aids, and so it is reasonable to 
believe that advertising to women will receive attention 
in the morning newspaper. This much is certain: 
Unless something is radically wrong with the morning 
newspaper, it has the greatest strength in its sport 
section. 
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or als 
HEE is a line of Novelties plus 
more staple types, which, 
just as the better grades, have the 
quality of 100% leather through- 
out. 


Smartly styled sandals, straps, ties, 
pumps—in Patent, Beige Claire and 
Reptilian effects—all are found in 
this line that BROWNbilt retailers 
all over America are selling in vol- 
ume at a satisfactory mark-up from 
the price range of $2.60 to $2.85. 



































A Gigantic 
Factory Organization 





“Shoes for Everybody for Every 
Occasion” is a slogan that aptly 
describes the manufacturing facil- 
ities of Brown Shoe Company. Every 
plant is a specialty factory. Shoe 
workers, trained to make one par- 
ticular type of shoe, have the most 
modern machinery and equipment to 
work with. 
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RACTICALLY all important sports events end late 
so that final scores in most instances miss afternoon 
newspaper editions and are found complete in the morn- 
ing newspapers. Of course, the mere fact that the morn- 
ing newspaper gives complete sports news and scores is 
not always an indication that its sports section is most 
popular, but I firmly believe that in most cases you will 
find that men’s shoe advertising in morning newspapers 
will be more productive than that in evening newspapers. 
There has also been, in times past, discussion as to 
the relative merits of advertising in the big Sunday news- 
paper as against advertising in the week-day editions. 
There are no definite rulings or positive information to 
guide us in this phase of advertising but this one fact 
stands out: Where the Sunday newspaper shows a con- 
siderable jump in circulation, due either to street selling 
or extra circulation in smaller towns of your trade terri- 
tory, your message will reach more people than on a 
week-day. ; 

There is a tendency among retail shoe advertisers in 
most of the larger cities to fire all of their advertising 
in Friday, Saturday and Sunday newspapers. This is 
the very time when department stores, specialty shops, 
spasmodic advertisers and smaller stores swarm into 
the newspapers to add more noise to the mob shouting 


Maximum Newspaper Pulling Power 


during the week-ends for the consumer’s dollar. I can 
think of no good reason why more shoe advertising 
should not be run in Monday, Tuesday, Wednesday or 
Thursday’s papers than there is unless it would be for a 
special week-end offering at a special price in which 
case the retailer has the right to expect immediate re- 
turns from his advertising. 

I do not believe that down in his heart any shoe re- 
tailer can expect to run an advertisement in the news- 
papers or in some other form of advertising and ex- 
pect to pack his store the next day unless there is some 
special price inducement. It is harder to change people 
from the brand of clothing they wear, from the kind 
of razor blades they use, or from the brand of shoes 
they have been wearing than most retailers suppose. 

I believe that the shoe retailer who advertises nothing 
but style, style, style, is on treacherous ground because 
the moment someone else bests him in the matter of style 
or novelty, all of his months and years of advertising 
effort are forgotten by the public, just like you have 
forgotten the name of that crackerjack talking picture 
you saw in your favorite theater five or six weeks ago. 

May I come back to my original opinion that we 
should be more selfish in our advertising, to try to make 
of our store and the things it represents an institution 
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ITH the BROWNbilt Flexible 

Rigid Line, the BROWNbIilt re- 
tailer attracts the very best trade of 
this type in his community. He adds 
to his customer’s pleasure and ap- 
preciation by charging her from $3.00 
to $5.00 less than she has been paying 
elsewhere. The line contains all prevailing 
modes in straps, pumps, ties and oxford 
effects, each a creation of art, made possible 
only by this type of workmanship. The ma- 
terials are all of the finest texture. All pre- 
vailing shades and heel heights. The lasts 
are of unusual beauty and fitting character, 
and range in width from AAAA to D. 
Price range $5.00 to $6.50. 
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“After eleven years of operation 
with the Brown Plan, I ought to 
know what I am talking about. I say 
it is a splendid success.” This is 
the endorsement of L. C. Krueger, 
of Iowa City, Iowa, who in all these 








years has consistently made money, 
depending entirely on Brown Shoes. 
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in the community which it serves? I am quite often 
asked the question by some of my fellow shoe men, 
“How big should a shoe ad be?” and my answer to that 
is, “Big enough to be seen and big enough to tell the 
story properly.” 

In my opening remarks I mentioned the promiscuous 
throwing of birdshot in advertising. Those little ads 
that nobody sees or reads are your birdshot. For some 
unknown reason most retail shoe stores seem to think 
that there is a Federal law requiring all shoe ads to be 
almost exactly the same size, because so many of them 
are almost exactly alike in size. 

Every one expects small shoe ads—small, two or pos- 
sibly three column ads sprinkled out three or four a 
week, but if you want people to start noticing your news- 
paper ads, combine a few of those little ads into a couple 
‘of big ones and they will not only see, read and remem- 
ber your advertisements but they will act upon them and 
you will have somebody sitting up and taking notice. 

That is one big step in what I would like to call in- 
tensive farming. So much for newspaper advertising. 

Before commenting upon direct advertising, I should 
like to read a little article I have written for an advertis- 
ing booklet. I believe it will give you a slant on the use 
of direct advertising. 

“Direct Advertising—a new and vital force for the 
specialty store. 
“When a merchant, be he large or small in scope of 


operation, decides that he will sell in his store only spe- 
cialized merchandise such as shoes, women’s apparel, 
tires, radios or men’s clothing, he necessarily sets a 
definite limit to his potential field. By that is meant 
that by specializing in one of these or any other lines 
he knows, or should know, that there is a logical maxi- 
mum field from which he can hope to get his business, 
since most merchandise promotion work divides itself 
into two fields: Type and price—which in turn divide 
themselves into more parts. 

“From this word picture of the situation we get the 
natural suggestion that the first step in merchandising 
a specialty business is to find out definitely just where 
the bounds of the market for a particular specialty begin 
and end. Aside from the usefulness for sales promotion 
work, this information also gives some basis for esti- 
mating stock control, personal sales effort, financing and 
other phases to be considered in getting a reasonable 
part of the potential business. 

“Since a merchant has chosen a specialized field in 
which to sell, it is reasonable to believe that he will be 
most successful with specialized selling methods, also. 

“Direct advertising, a part of sales promotion work 
in this fast-moving age, defines itself; there can be no 
mistaking its mission Or its intent. It is direct—to the 
consumer, to the point, to the sale—without counter- 
attractions and without the knowledge of competitors. 
That and that alone is what direct advertising claims to 
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Gigantic Operation 
Lowers Cost 


In shoes, as in automobiles, produc- 
tion on a gigantic scale effects econ- 
omies that are expressed in greater 
value and lower prices for the fin- 
ished product. Greater purchasing 
power, better use of materials and 





ture the Ideal Arch line. 
The line is complete in out- 
standing style creations. 
It includes special types for nurses, waitresses, etc., as well as oversize 
patterns carried in stock from 24% to 10 in widths AAA to EEE. 


he the popular $5.00 
and $6.00 field, the S, CD CH) s 
BROWNbilt retailers fea- 
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The line contains all the wanted materials and shades. 
Cuban heels 13/8 to 15/8, are both leather 
and covered. Spanish type covered wood 
heels are 16/8. Pattérns are so drafted 
that in addition to supporting the 
weakened foot, they fit any normal 
foot perfectly. The exceptional qual- 
ity brings lasting comfort and, conse- 
quently, repeat business. Price 
range $3.15 to $3.85. 
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more efficient factory methods lower 
costs. 
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be; it is the personal sales presentation multiplied by the 
number of names on the mailing list. 
“The specialty store may well look with favor and with 


no small degree of hope upon the fact that the most 


successful specialty stores are the biggest users of direct 
advertising today. Day after day more and more spe- 
cialty stores are seeing the light and are liberally using 
this astonishing newfound stimulus to selling. 

“There is this one important thing for the specialty 
store owner to consider in connection with direct adver- 
tising: To be successful with it, there are three basic 
jualifications. An accurate list of prospects; a sound 
elling idea back of the product; and simple but effec- 
ive telling of the story. Sounds easy, doesn’t it? 
Second thought convinces us, however, that it isn’t an 
casy job—alone. 

“There are specialists now in direct advertising num- 
ering among their ranks men who have developed to 
he highest degree the skillful selling work that is mak- 

g direct advertising distinguished among its allied 
media, often with a flash of brilliant success that brings 
wiore and better trained minds to the help of the retail 
dealer in this field. 

“There is scarcely a city of any size that has not an 
utstanding organization doing direct advertising work 
incommonly well, an organization so highly developed 
that it quickly and proudly steps into a sales problem 


with a hearty, ‘We know how to do this job,’ and de- 
livers. 

“As a suggestion to the specialty dealer: 
are not holding up so well, when you see room for im- 
provement in your selling efforts, seek out this one out- 
standing organization of direct advertising specialists 
and let them tell you what they think about the situa- 
tion.” 

A few moments ago you learned that there were four 
major sources of business for your store: 

1. Those whom you now serve; 

2. Other stores’ dissatisfied customers ; 

3. Newcomers to your city ; 

4. Children growing up into the adult market. 

Suppose that conditions require that you get in touch 
with one or more of these groups—not only get in touch 
with them but bring to the attention of practically all 
of them in a forceful way the thing you want to get 
across. How would you do it? Newspapers ? 

Yes, the newspapers would reach some of them but 
not enough to justify the cost, and too, other people 
might resent the fact that you were showering so much 
attention on a selected group. The answer to your prob- 
lem is direct advertising. If you want to reach your own 
customers you would prepare your mailing piece and 
send it to your charge or cash customers or to both. If 
you wanted to reach the group of people who are dis- 


When sales 


satisfied with some other stores, you could easily get lists 
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“Get the Success Complex.” 
Plan stores are owned by independ- 


ent retailers, operating without 
financial aid from Brown Shoe. 


choose. i Cays i 
$4.00, one to retail at $3.50 and one 
that he can retail at $3.00. 


















Se Lrg there is a demand 
for an arch shoe to 
w at a low price, the 





BROWNbIilt finds in 
this division a variety from which to 


A line of McKays to retail at 


retailer 


Women’s Comfort Turns are repre- 
sented by ties, straps and oxfords in 
two price ranges with retail prices of 
$2.75 to $4.00 in mind. 






A line of Women’s McKay Comforts 
in straps and oxfords is priced so 





The character of heip they get is 
far more important than financial 
aid. Thus they develop a positive 
success complex, fearing no com- 
petition, 
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it can be retailed profitably at $2.50. 
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of all kinds from which you could compile a list of those 


you would like to have for customers. A lot of them 
are likely to be dissatisfied with other stores’ service, and 
a lot more can be made dissatisfied with what they have 
been getting. 

Speaking of dissatisfied customers and changing cus- 
tomers, be sure to keep this thought in mind: Every 
time one of your customers sees another store’s news- 
paper ad—every time one of your customers receives 
some direct advertising from another store—every time 
one of you customers passes another store’s window dis- 
plays, something is happening! Your customer is being 
exposed to a new idea! 

That new idea may be in the shoes, or store service— 
whatever it is it plays havoc with your customer when 
the exposure makes its contact. Vigilance in your right- 
ful market is vitally necessary because there are forces 
constantly at work to offset whatever you do, quick to 
take advantage of what you don’t do. 

Now let’s get back to the newcomer. When he comes 
to your city he in all probability comes without an idea 
as to where he and his family are going to buy their 
shoes. The first store to make a friendly and sincere 
gesture of welcome has the inside track. This family 
represents approximately fifty dollars’ worth of business 
to your store annually. Ask yourself if that fifty or 
more dollars of business is worth spending a little money 
to get. 


The most commonly-used method of obtaining the 
names of newcomers is through the public utilities as 
each day telephone, electric or gas connections are made. 

Don’t stop with just one mailing piece to the new- 
comer. Use at least three, which is double the number 
the average store sends, if it sends any. 

Dr. Paul Nystrom, in one of his very fine books on 
Store Management, writes that one of the basic duties 
of an efficient store manager or general manager is to 
insure the future growth of his store. I can conceive 
of no sounder way of going about it than to give more 
attention to growing children and to young people, nor 
can I think of a more effective and profitable way of 
doing so than by the use of direct advertising. Atten- 
tion paid to the youthful market will amaze you with 
its enthusiastic response to your invitation and gesture 
of friendly service. 

The securing of names and the form your mailing 
piece will take are details that can best be worked out by 
yourself. 

When you leave this meeting, don’t miss going by the 
advertising exhibit on the north side of this floor. Study 
particularly the examples of direct advertising shown 
there, and you will see what a wealth of ideas you can 
work out with the beauty of papers, lively color and 
fine illustrations. All other forms—window display, out- 
door, radio, etc., are supplementary ways of reaching 
your customers. 
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High Grade lelis : 


HAT the Buster Brown line is Gx : 
complete in every detail is 
known to every retailer, whether 


he is selling the line or competing 
against it. 


Being the best known line of chil- Sit 
dren’s shoes in America, it is the NS 41 
natural style leader. Its health 
qualities are equally well known. 


The Scholastic line in sizes 21, 
to 7 has all the styles, materials 
and patterns of mother’s shoes, de- 
signed to the schoolgirl’s foot—in 
heel heights 8/8 to 11/8. The 
lasts vary from medium narrow to 
the broad type, but all designed for 
health. 


In the lower runs, the same 
smart styling, the same super- 
quality material and workmanship, 
and the healthfulness of our ex- 
clusive Footshaping Lasts. 
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To you, as a retailer, the important 
thing about styling is the creation 
of patterns that appeal to the great- 
est number of people. For you, any 
style is a good style, if it sells in 
volume. The BROWNbilt stylists’ 
ability to sense what will sell in 
volume is due to the intimate touch 
with world-wide style events that 
the organization’s giant proportions 
make possible, 
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I think I will bring my remarks to a close now and 
offer to answer any questions that you might ask. I 
will make an attempt to answer them. 

QUESTION. I'd like an illustration of the pet 
phrases you referred to in lining up your program for 
the year. 

MR. MURPHY: At noon the man sitting beside me 
for luncheon said he was going to put in an X-ray ma- 
chine and have proper fitting service, fitting the right 
type of shoe to the individual foot, as his purpose and 
aim for this-:coming year. His theme would be proper 
fitting. If you use that, refer to it every time you pre- 
pare something for advertising—get in the thought of 
proper fitting. 

You tnay have a dangerous situation in your women’s 
shoes; your popular priced lines have started slipping. 
Find out the basic reason; try to remedy that. If it 
is in the shoes or in your service, all the advertising in 
the world could not overcome it. Overcome the basic 
reason first; then tell the story. 

MR. CONDON (South Carolina): Are your results 
from Sunday advertising such that they would lead you 
to believe you have readers of the Sunday papers? Does 
the Sunday circulation secure readers? 


Round Table on Advertising 


MR. MURPHY: If you are dependent upon busi- 
ness in smaller towns in your immediate trade area, that 
extra circulation does help you. We know that from the 
mail orders that come in on the shoes that are advertised 
in the Sunday newspaper. 

MR. JAMIESON (Longport): Do you have your 
newspaper men prepare your copy or do you prepare it 
yourself ? 

MR. MURPHY: I am very much opposed to having 
a newspaper man prepare anything. Primarily, those 
men are paid to sell price. They may feel ever so kindly 
toward you yet their very bread and butter depends upon 
their selling the columns of the newspaper. They are 
newspaper-minded. That would be the least desirable 
way to have your advertising prepared. 

QUESTION: Do you believe that it would pay the 
small retailer to hire an advertising agency or have 
someone in his store do it? 

MR. MURPHY: Money well spent is profitable and 
even if you only spend a thousand dollars and pay five 
hundred to have it spent, it would be a good investment. 

For the smaller merchant, perhaps a contact with a live 
printer will be most valuable. The printers have a 
splendid organization in every city of any size. 
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“A change to the Brown Plan re- 
sulted in 50% increase in Sales on 


a Smaller Stock.” That was the 
experience of A. B. Stephenson of 
Greenville, Texas. This is a natural 
result under the scientific principles 
of Brown Plan operation. 
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OR the trade that wants something under the Buster 
Brown grade, the BROWNbilt retailer selects from lines 


of welts, stitchdowns, McKays and Turns, that contain every 
pattern and material for which he has a profitable demand. 
There are light flexible turns and McKays for the dainty 
Miss, to sturdy stitchdowns and McKays for school and play. 


Being a companion line to the super-quality Buster Browns, 


this line reflects the quality, workmanship 
and health features of the Busters—thus 
establishing a standard which is excep- 
tional in a line that can be retailed at 
$1.50 to $3.50. 


(Continued on Next Page) 



















QUESTION: Do you find it well to divide your 
men’s, women’s and children’s shoes into different 
groups? 

MR. MURPHY: I think it is well to make at least 
two divisions—men’s alone and women’s and children’s 
together. That fits in with what I said about increasing 
the size of your individual ads. Instead of running a 
small ad or several small ads every day, combine them 
into one full page a week or two half pages a week. 
That will certainly make a greater impression on people 
and focus more attention on your store and at the same 
time you could give equal distribution of the space to 
women’s shoes, hosiery and accessories and to children’s 
shoes without any loss. 

QUESTION: Do you think that outdoor advertising 
is worth the money spent on it for shoe stores? 

MR. MURPHY: Some stores have found it very 
profitable and others don’t know what to think about it. 
It depends on your store and the performance of the 
things you promise in your story. Outdoor advertising 
is generally accepted as supplementary advertising. 

QUESTION: If you had a certain amount to spend 
for advertising, would you suggest six ads a week or 
three and make three larger? 

MR. MURPHY: I'd rather have the three large ones. 

QUESTION: What size ad will dominate a page? 

MR. MURPHY: It depends on whether the paper 
is made up lightly or whether it’s a black paper. If it’s 





a very black paper, it is never necessary to buy a full 
page to get domination. Seven columns 18 in. deep or 
20 in. deep will take any page. There are other pages 
where you can use about 5 by 18 in. and steal the page. 
That is where the pages are made up lightly. 

QUESTION: Do you suggest that the store name 
be printed at the top or at the bottom of the ad? 

MR. MURPHY: It doesn’t matter. In writing a per- 
sonal letter, where does the signature go? 


T is not deeds or acts that last—it is the written 

record of those deeds and acts. 

That is why the value of the business paper continues 
for it is the one great reservoir of industrial events and 
methods. 

Business men want facts. In this highly interdepen- 
dent era no man can live by himself. Facts on the state 
of trade, on the technique of making and on the methods 
of merchandising have become indispensable tools. 

Their record is best kept by the business paper that 
reaches into every division of the industry—but centers 
its interest in the merchant and the ultimate use of the 
goods. ° 

The Boor AND SHOE REcORDER has been a major 
factor in building up that common fund of business and 
technical knowledge of the shoe and leather industries. 













Health Research 


Shoes and health are intimately re- 
lated. Comfort for the customer 
and repeat business for you, are just 
as closely related. This gigantic 
organization has the resources to 
carry on health research that keeps 
its products in advance of the in- 
dustry in the all-important subject 
of healthful footwear. 
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HE Buster Brown Tread 

Straight Line most scientifi- 
cally meets the demand for a Juvenile Health Specialty. 
To the general health features of all Busters, this line adds 
specific corrective features. It has a steel shank in the 
outerside of the shoe, while the inside shank is sprung 
upwards and very flexible. Heels are 
1/16 inch higher and proportionately 
longer on the inside, and studded with 
anti-slip plugs. All these are exclusive 
patented Buster Brown Tread Straight 
features. 

Styled in oxfords, straps, ties, com- 
plete in wanted materials, in size runs 
8Y, to 11, 112 to 2, and 2'4 to 7, widths 
AA to D. 
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HIS Forum was called to order by Ernest A. 

Burrill, who introduced Hubert S. Steele of the 

College Slipper Shops, Birmingham, Ala., and he 
-poke as follows : 

Mr. STEELE: Mr. Chairman and Fellow Retailers: I 
can’t qualify to tell the small town retailer how to run 
his business because we don’t have any 
The smallest city in which we operate is fifty 


small town 
tores. 
thousand population, and we have no store that does less 
than approximately a $100,000 business per year. 

But while I can’t tell you what to do, I might be able 
to tell you what not to do, and that is more or less be- 
‘ause during the past year we have made a very exten- 
ive survey of the smaller cities in the southeastern ter- 
ritory, with the idea of establishing stores in them. We 
had a man who worked on this particular thing for 
Imost twelve months and spent a great deal of time in 
he different cities that we lined up to begin with as 
being the best cities in our territory and consequently 
the cities in which we more than likely would like to 
stablish units. 

You will be interested to know what we, after careful 
thought, consider an outstanding small city retailer. 

The any city for a never 


selection of location is 


Problems of Small Town Stores 


complete without a most careful consideration of the 
You will 
be further interested to know that certain cities showed 


type of competition which must be met there. 


a most glaring and obvious opening for a type of store 
of our type, whereas there were others which at first 
appeared open for our efforts but which, upon investiga- 
tion, proved would be unprofitable for certain different 
reasons. 

I might say at this point that in going into this thing 
small city retailer 


we didn’t consider what the average 


would think if we came into a city and looked it over 
and we found a great many. very enterprising and mod- 
ern, up-to-the-minute merchants—that we would stay out 
We found that that city, 


was a far better city than those who had no 


of the city. To the contrary! 
as a rule, 
outstanding merchants in it. 

We found that at least one (or 
dealers measured up to and beyond what we had pre- 
by which we could 
face. I 
will give you a short description of that yardstick, and 


more) of the local 


pared as a yardstick, so called, 
measure quickly the competition we were to 
if you will measure your business by it you will more 
than likely find a change or so in your methods will be 
profitable. 





Hine Shoes 


toPRetaqil 
CD | 


OVER the bottom stamp and 
other markings of this line of 
BROWNbilt Men’s Fine Shoes, do the 2 
same with any line or all lines retail- 
ing at $10.00 and try to choose! You'll 
find the same imported Scotch grains 
and calf leathers, the same complete- 
ness of sizes and widths, the same right 
and left quarters, the same silk fittings, 
the same smart styling, the same refine- 
ments and finish throughout. 


That great group of men who have always 
paid $10.00 for shoes are flocking to 
BROWNb»ilt retailers who are showing this 
line. These customers are gleefully 
pocketing the $2.00 difference, and ad- 
vertising the fact. At $4.85 
wholesale, BROWNbilt retailers 
are enjoying a fine margin. 
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“We have every advantage enjoyed 
by Chain Stores, Plus... ’ That 
is a statement by Ralph S. Horn- 
brook, of Eureka, Calif. He ought 
to know. We know of no chain 
unit, operating under comparable 
conditions, that makes as much 
money as he. 


Brownbilt 


BENCH MADE 


(Continued on Next Page) 





Let us make a belated resolve for 1930 to do the 
things which we know ought to be done. Whatever you 
find out, however you may learn it, whether it’s here, 
at home or any place else, do it! You can cure most 
anything that is the matter with your business if you 
study it closely. Once you learn something, do it! 

I am going to give you this part of the survey which 
we felt was vitally necessary. If we were going into a 
place to do business, we must know what is there to 
contend with. 

The first thing this man did, who made the survey, 
was to meet the merchants. He met all of them. He 
goes in and talks to them. They probably don’t know 
anything about what he is doing there. He is merely 


there to visit. He meets the merchants and talks with 


them. The first thing he notes is the personal appear- 
ance. Then he learns from his neighboring merchants 


his personal standing in the community. That is very 
simple—to ask one about the other. 

He gets something of his financial background—not 
so much what he actually has but his standing with 
banks and neighboring merchants; what they think of 
him. Is he apparently qualified to operate a business so 
personal as the sale of shoes? Is he agreeable, opti- 
mistic? Does he like and brag some about his city? 
Does he belong to and support certain civic local organi- 








zations and attend meetings of fellow shoe men? Does 
he speak highly of the other local shoe stores ? 








There is a point. The insurance men, you know, 
won't permit any agent at any time to say anything at all 
disparaging about any other insurance company. They 
don’t say: “Oh, don’t buy that policy! That company 
isn’t so very strong.” They won’t permit a man to stay 
with them two minutes if he does that, because that 
breaks down the generally secure feeling that everyone 
has in insurance. It hurts all insurance. 

So, in a small city particularly, don’t ever say any- 
thing about your fellow merchant unless it be some- 
thing very good, because it will not help you; neither 
will it help your town or the shoe business in your town. 

Does he voice sentiments that indicate he is afraid 
of chain or other types of competition? There is noth- 
ing in the world that can kill a. small town merchant 
quicker than to be afraid that probably some chain store 
or some competitor, whether it be a chain or some live 
young man in his first venture in the local city, is going 
to hurt him. It is not going to hurt him. It is going to 
help him! 

One of our men wrote me the other day and this is 
He is manager of one of our 
“T am very 


exactly what he said. 
stores and has been with us a long time. 
glad to tell you that we are going to have a store just 
across the street from us, operated by the most out- 
standing organization in the South.” And if there is 
any such thing as competition they are competition. 
Yet he looked upon it entirely differently from what 














100% LEATHER | 


A Retailing Laboratory 


“Know your retailers’ problems” 
is just good common sense on 
the part of the manufacturer. 
But only a large scale manu- 
facturer can establish a depart- 
ment to study the best retailing 
methods for the benefit of its 
customers—and yet you have a 
right to expect such service from 
those who sell you goods. 
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he Smart Srappy 
FA, Shoes 


RY the same experi- 
ment here as on the 
men’s fine shoes. 
all the markings of this and competing lines retailing at the price. 
pick these smart, snappy BROWNbilt shoes without hesitation. 
snap and pep! 
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You'll 
Style, 
Clatter plates, mosaic soles—all the novelties that 
tempt the modern youth, combined with up- 
pers of genuine calfskin—and 100% leather 
construction throughout. These are real 
fighting shoes that justify themselves by a 

high-speed turnover. They are the 

BROWNbBbilt retailer’s best bet in the 
men’s division. Priced $3.40 
and $3.50. 


Cover 
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some merchants in the small cities look upon such a 
thing. 

I wrote him and told him I was glad of it, because it 
would improve our location. It will hurt a little bit for 
a time but it will bring more people down there and 
eventually we all sell more shoes. 

Forget the old, antiquated idea that you can’t say any- 
thing good about your neighborhood. It will help 
everything in your entire community if all the mer- 
chants adopt a practice of getting together once in a 
while and of always speaking well of their competitors. 

For goodness’ sake, don’t worry about any chain 
stores, because they are going to help and are not going 
to hurt you. There will always be a place in the picture 
jor such outstanding shoe retailers as we have in a great 
many of our Southern cities—and in other cities. 

I have found, as a rule, that when a man goes out of 





business in a smaller city and says that it was the chains 
or this or that thing that put him out of business, it is 
a case of suicide, not murder. He put his own self out 
of business. If he cares to he can compete with any or- 


ganization of any type because there will never be a 


lay when chain stores can hire the type of brains that 
e find in the outstanding retail stores in small cities. 
Next our man looks over the interior of the store and 


he salespeople and he sends in a list, giving us a slight 
description of the type of salespeople that are employed 
in this particular store he is interviewing at the moment. 


We believe above all else that if we can put a store into 


one of those cities and give the public a clean store, then 
the right kind of people to deal with them, that our 
success is assured right off the bat because we find fewer 
decent appearing and efficient salespeople in some of 
these cities than you'd ever believe possible. 

He goes over the salespeople. He mentions whether 
or not he thinks they are the type necessary for han- 
dling the modern, 
He judges whether the store is properly 
laid out for handling business. Apply this to your own 
Is your store properly laid out for han- 
dling Many of you right here now know 
good and well your store isn’t laid out for properly doing 
business, and with just a slight change or two it can be 
made perfectly all right. That is one of the things I'd 
do in 1930. Have a pleasing type of store to do busi- 
Have it properly arranged. 


thinking customer, and he gives a 


description. 


particular case. 
business ? 


ness in. 

Are the cartons all cleanly labeled and properly and 
regularly run into place? So many stores do not realize 
the importance of a regular-appearing store and a clean- 
appearing store. They don’t realize how strongly their 
trade is impressed, when people come in, with the gen- 
eral condition of things. You and I may be in there all 
the time and we don't realize it, but it is important and 
worthy of consideration. 

Does this merchant appear overstocked or in liquid 
You don’t have to look 


condition? ‘That is easy to see. 
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“In a Nest of Chain Stores, this 
independent Retailer earns 11% 
Net Profit on Sales.” F. F. 
Davenny, Brown Plan operator 
in Spokane, Wash., is doing bet- 
ter than the average, which is 
8.3% net profit for all Brown 
Plan stores. 
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competition, the retailer of 
BROWNbilt Shoes has a source to 
draw from. Here are dress ox- 
fords and shoes, Genuine Goodyear 
welts and McKays that are styled 
with the same thought and care- 
fulness of higher priced shoes, and 
represent a combination of qual- 
ity materials and workmanship 
plus low price that no character of 
competition is beating. Priced from 
$2.25 to $3.00, 


(Continued on Next Page) 




















Are his floors extra clean? 
etc. We take the view that a clean, beautiful floor, 
whatever is best suited to the business, whether linoleum, 
carpets or whatever is best suited, is of paramount im- 
portance. Cleanliness if the store starts from the bottom 
up, for the floor is the first thing the customer sees. 

Would a customer be impressed immediately upon 
entering that he is coming into a successful store? Did 
you ever consider how important it is that your trade, 
when they walk into your store, have the feeling that 
they are entering a successful store? Have a successful 
look to your store. That starts with your own appear- 
ance and that of your men. There are many little things 
you can do to give this impression. 

Give a list of prices at which shoes are sold and what 
lines are carried. We learn lots from that. If he has 
two very closely competing arch lines we know imme- 
diately that he is not a good merchant for the simple 
reason that he’d be far better off with one good line and 
plenty of sizes than, probably, broken up sizes in two or 
three lines of arch type shoes to fill the same demand. 

This man must check closely all sales promotion efforts 
and send newspaper clippings of recent advertising 
used. So many of us don’t pay as much attention to 
our advertising as we should. If you think enough of 
advertising to spend your money for it, during 1930 
resolve to see that it is properly prepared. Remember 





at a man’s books to find out whether he is overstocked. 
State the type of floors, 





that when an advertisement runs in the nawspaper over 
your name it is your printed bond. Let it be something 
that will in a large measure convey to the public, in its 
well ordered appearance, that it is coming from a suc- 
cessful store. 

He gives a description or secures a photograph oj 
windows or the store front. He notes particularly 
whether modern, new window fixtures are in use and 
describes the type. Do you realize that a little money 
spent for a new set-up of window fixtures of a modern 
type would do you more good than to develop all the 
special sales you can think of? Over a six or eight o1 
ten week period you would probably attract a lot of new 
trade and ultimately sell as much as you would on a 
sale, and at less cost. 

Window fixtures change almost yearly. 
change them every year. The time has passed when you 
can get a set of window fixtures and use them five years 
If you have several stores, you might have a series of 
them that can travel from one store to another; but if 
you have only one store, don’t stand back on the little 
expense necessary to put in a new, modern set of window 
fixtures. 

In making this survey we applied this yardstick not to 
one merchant but all of them and we were glad to find 
outstanding merchants in those cities into which we 
contemplate going. When you find outstanding mer- 
chants, you invariably find a good town. 


You should 
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— the man who wants the top 
grade of Arch shoe, the BROWN- 
bilt retailer offers the BROWNbilt 
Foot-Science Shoe. This shoe is a 
real and noticeable arch specialty. 
The shoes are made over special lasts 
which are hollowed out to follow the 
curve of the metatarsals. The out- 
sole is molded over the last. The 
arch is built in as an integral part of 
the shoe, and embodies the best fea- 
tures of both rigid and flexible shanks. 
Brown Shoe Company is the only 
house making this type of shoe in the 
low price range of $6.00 to $6.85. 






























Centralized Retail 
Planning and 
Direction 


A rapidly growing 
number of retailers 
are recognizing the 
value of concentrating 
with Brown, thereby 
receiving the full ben- 
efits of a centralized 
fact-finding and di- 
recting body of re- 
tailing experts. These 
retailers are uniformly 
successful—because of 
the EXTRA BRAINS 
applied to their busi- 
ness. 
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Getting Men’s Shoe Business 


N the absence of Mr. Arthur E. Taylor of Chicago, 
who was scheduled to speak on this subject, Mr. 
Lester Gibson of Boston consented to speak briefly. 

Mr. Gisson: I want to stress one point where, as I 
see it, the average shoe retailer is very weak, and in 
which he can improve himself a great deal. 

I am more a consumer than a retailer, and from my 
experience I think the average store owner has become 
more of an order taker than a seller of shoes. I think 
you folks could do a great deal along these lines, par- 
ticularly with your clerks. 

I have been buying shoes for a good many years in 
. number of stores and I can never remember once that 

was ever really sold a pair of shoes. It seems that 
when a customer comes into a store the average idea is 
to get something on to that man’s feet which he will 
say “Yes” to, get his money and get him out. I think 
that is a short-sighted policy and doesn’t do the retailer 
justice. 

If you take an interest in every customer who comes 
into the store and not only try to fit him with a pair of 
shoes but really sell him something and make him feel 
that you take an interest in him, it will pay you big 
returns. I know it will with me. 


I have been buying shoes as a consumer for a good 
many years. I have been in position to buy about what 
I wanted, and many times I’d have bought an extra pair 
of shoes if the clerk in the store had told me I really 
ought to have a certain pair of shoes for a certain occa- 
sion, or had asked me if I had a certain pair of shoes 
for a certain occasion. 

I think there is a lot of work you folks could do along 
this line of constructive selling rather than just simply 
taking orders. 


“To the retailer who 1s far from ready to submit 
supinely to trade difficulties,” said Dr. Julius Klein, 
Assistant Secretary of Commerce, in his address at the 
N. S. R. A. Convention, “the outlook for 1930 is one 
of opportunity for intensive, careful study. The past 
year saw the development of many new sources of use- 
ful information on his problems. These materials, to- 
gether with those to be made available in the new census 
of distribution, should make the new year one of out- 
standing achievement in reducing the risks on the costly 
wastes of retailing.” 
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Shoes for men have made many con- 

stant customers for the BROWNbilt re- 
tailers. The correctly turned combination lasts 
insure the correct fit. The tempered steel shank 
provides a firm support for the foot. The kid, 
kangaroo and kangola leathers are healthfully 


cool and porous. 


Men who want an arch shoe and are willing to 
pay as much as $10.00 are amazed 
when you tell them the retail price. 


“Proof that the Independent is hold- 
ing his own” is found in all Brown 
Plan stores. This story is about 
A. J. Madden, of Beatrice, Nebr., $6.50. 
who has a background of chain 

store management, yet has proved 

to himself that the Brown Plan has 

a considerable edge on chajn store 

operation. 
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The range of $3.85 to $4.15 allows 
a profitable mark-up to $6.00 and 


(Continued on Next Page) 









6 EVER talk about the weather with customers,” 
N says S. M. White, manager of the Atlanta, 
Ga., branch store of the S. M. Douglas Shoe 

Company. 

“You’re not selling weather! 

“Talk about shoes—right from the start, and you will 
be surprised how much your sales will increase.” 

That is the first rule insisted upon by Mr. White in 
training new salesmen and, in a way, it forms the key 
to a very successful system of training that he has de- 
veloped for his men. 

“Too many. salesmen,” says Mr. White, “open up 
the conversation with a customer about the weather. 
It is a serious mistake. The customer did not come into 
your store to discuss the latest snow storm. He came 
in to buy a pair of shoes. Your job, as a salesman, is 
to sell him a pair of shoes. Therefore confine your con- 
versation to shoes. 

“When you start in to talk about something else, you 
divert the attention of the customer from what you are 
doing and lose many opportunities for driving home 
sales points.” 

Mr. White believes that the three most important 


Don’t Talk Weather; Talk Shoes 


things in selling shoes are, (a) personality, (b) adapt- 
ability and (c) knowledge. 

“The first thing I ask in the prospective salesman,” 
says he, “is a pleasant personality. He must know how 
to meet people and how to put them in a pleasant humor. 
If he cannot do this, no matter how much he knows 
about the shoe business he cannot sell. 

“The second thing is adaptability. Once, when I w:s 
‘on the road,’ I was told that it was impossible to s:|I 
a certain merchant. 

“Every shoe man that I came in contact with report: ( 
failure. The merchant sometimes bought shoes. But 
apparently no one was able to sell him. When I got to 
that town, I did a little investigating and I discovered 
that he was the biggest sweet potato raiser in that pa‘t 
of his particular state. 

“So, when I went to see him, I didn’t talk about shocs 
at all—I talked about sweet potatoes. 

“Fortunately I had been raised on a farm, so I kne 
enough about sweet potatoes to talk intelligently. And | 
suddenly developed a great interest in cultural methods 
and so on, with the result that before I left he fair] 
pressed an order for shoes upon me. 








Building a Steady 
Demand! 


Over a long period of years, 
Brown Shoes have been adver- 
tised to the public in national 
magazines and the daily press. 
Buster Brown is the most widely 
known shoe trade-mark in Amer- 
ica. To the public, the name 
“BROWNbilt” means comfort 
and style without extravagance. 
Now radio has been added to 
the advertising program, reach- 
ing many millions. 
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HE Buster Brown line for 
boys, youths and little 
gents has all the snap and 
dash and the variety of pat- 
terns that the American boy 
demands. They are scientifi- 
cally constructed over health 
lasts. The finest materials 
are used, and the workman- 
ship is of the highest type. 
BROWND»ilt retailers find it 
comparatively easy to sell 
shoes of this grade. The line 
is so well known for its gen- 
eral excellence and long wea: 
that parents are glad to pay 
the slight difference in cost 
Price ranges are as follows: 
Boys’, $2.85 to $3.65; Youths’ 
$2.70 to $3.40; Little Gent’s 
$2.50 to $3.00. 
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“Without adaptability I could never have made that 
sale. . 

“Therefore it is important that every salesman study 
his customers—find out what they like to talk about— 
Jet them do the talking occasionally, if the talking must 
turn to other subjects than shoes. _ 

“And the salesman must learn to adapt himself to the 
moods of the customer, too. If he is dignified, don’t 
start out by telling him a story. If he is in a hurry, 
don't waste his time—snap into it. If he is in a grouchy 
mood, the least said the better. He may have lost in 
the stock market. 

‘Finally, | would say that knowledge of shoes counts 
fc - fully 50 per cent in my appraisal of the salesman. 

One of the big troubles with the shoe business today 
lic. in its rapid labor turnover. A boy comes into the 
st: re at say fifteen dollars a week. That's all he’s worth. 
A ier a few months,ghe gets a raise to twenty a week. 
I: a few years he gets married. He cannot live on 
ni ety or one hundred dollars a month, and then begins 
aii endless—and fruitless—search for a better position. 

Needless to say, the fdeal position is never found, 
because the boy has not fitted himself to fill it. 

‘The vicious cycle goes on and on—a continuous 
st'eam of new and green boys entering the business, and 





an equally voluminous stream of disgruntled salesmen 
leaving the shoe business to try their hand at something 


“The only way to check this labor turnover, I believe, 
is to train the salesmen as you get them.” 

For the first few days, Mr. White does not let his new 
salesman attempt to sell a pair of shoes. He learns the 
stock. He watches the other salesmen at their work. 
He takes note of how it is done. Then, while there is a 
lull in business, Mr. White takes him in hand. 

“First,” says he, “I tell him to pretend that he is a 
customer, and I sell him a pair of shoes. 

“Then I turn around and pretend that /’m the cus- 
tomer, and he must sell me a pair in turn. It’s a great 
game. In my experience I have come upon all sorts of 
customers, and I pretend that I am a different one each 
time. 

“If he doesn’t succeed in selling me, I let him think 
it over for a day or two, and then tell him what he did 
wrong or why his argument failed. 

“If he sells me, then he has won the game for the 
day.” 

Needless to say, Mr. White contrives to make the 
little game an interesting one at all times, and when one 
of his salesmen succeeds in selling him a pair of shoes. 
he knows that he has accomplished something! At any 
rate, Mr. White says this is the quickest way he has ever 
found to train his salesmen. 

What is more, his salesmen appreciate the fact that 
they are getting something more than a weekly wage 
from him and stay longer. 








quality that shine easily. 


——— wc 


|; line of Goodyear welts pro- 
‘Fae the BROWNbilt retailer 
with an abundant selection to supply 
the trade who want a shoe under the 
Buster Brown grade. Attractively C 
styled shoes and oxfords, including 
sports effects, upper leathers of good 
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Solid leather oak soles and 
dependable composition soles 
give abundance of wear. The 
whole line reflects the qual- 
ity and healthfulness of the 
Buster line just above it. 
Prices, Boys’, $2.25 to $2.60; 
Youths’, $2.10 to $2.40; Lit- 
tle Gent’s, $1.90. 
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Wein, 
Mee 


Nine years of successful operation 
of the Brown Plan is the experi- 
ence of A. J. Voorhies of Ponca 
City, Okla. He does an annual vol- 
ume of $50,000, and, like all other 
Brown Plan operators, has but one 
source of supply—Brown Shoe Com- 
pany. 


(Continued on Next Page) 














the market and the new lines of skirt and neck 
have been fashioned and accepted, suppose we 
study them a moment. 

While everyone does not winter at Palm Beach, and 
many will never have the pleasure of lounging on the 
beach in luxurious beach wear, it is imperative that we 
follow the trend of Palm Beach wear. All style is 
necessary to observe. Line and proportion especially 
in high grade merchandise is more greatly studied and 
carried out than in the popular priced articles. 

Most of the creators of fashion allow full sway to 
their imagination when creating luxury wear. Themes 
and design that perhaps would never be practical for 
volume reproduction, are cleverly obscured in special 
creations. Many times while the design and theme would 
be very impractical, motifs and lines may be used from 
the design. Style always enters from the top stratas 
and then trickles through. Occasionally the modified 
style or fashion is far more acceptable than the original. 
Trial and error very often enter into the final accept- 
ance of line. It is then the business of every creator of 
design, producer of the article or retailer of the mer- 
chandise to study his sources. 

When the shoe man is laying out a line of samples, 


Ni that the Palm Beach clothing is ordered for 


Styles for Spring 





he should not only have confidence in the line from a 
shoe standpoint, but he must also know that the shove 
has every possibility of selling because of his check upon 
fabrics, cut and colors sold for the next season. [f 
tweeds are selling for the next season’s dress vogue, 
what colors are they selling in and what will that mean 
in leathers and types 

When the tuck-in blouse is coming into vogue, as it 
will this season, in egg shell and soft pink bisque, whit 
will this mean as to types of shoes and trim? 

If there will be three toned combinations in colors for 
afternoon or Palm Beach wear, what does that mean in 
shoes or leathers—and what are these combinations ? 

When flat crépe carries through into the summer se.- 
son for daytime and afternoon w&r, as it will this se:- 
son, along with the tiny figured floral crépes on black 
background and later on the light and white backgrounds, 
what will this mean in shoes? 

Paris is showing so many smart ensembles in black 
and white, dark blue and white, very pale beige with 
black, that it is reasonable to believe that the all black 
kid pump will be a big seller, and blue and beige will 
be worn. There is also a place for the patent leather 
strip pump as the daytime dresses are being fashione:! 
in flat crépe as well as the printed silks. 
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A Highway 
of Distribution 





With an organization of independent 
retailers concentrating 100% upon 
its lines, this organization has made 
the once winding, crooked path of 
distribution into a straight highway. 
All unnecessary expense has been 
eliminated so the consumer gets bet- 
ter shoes for less money and yet the 
retailer who sells the shoes makes 
a better profit than ever before. 







HE BROWNbilt line of work and service 
shoes covers every conceivable demand— 
shoes for every occupation, shoes for every 
purse, but the shoe of lowest price is built to 
our 100% leather policy. 


Hi-cuts for the farmer or sportsman—Good- 
year welts with linings, or unlined—sturdy, 
strong shoes for the hardest wear, but made 
on easy fitting lasts—a variety of special pur- 
pose shoes for policemen, mailmen, etc.—a 
variety of welt and nailed oxfords and scout 
shoes—in fact, everything—at prices that 
let the BROWNbilt retailer meet com- 
petition and make a profit. 
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Insuring the Shoe Stock 


Why Present Conditions Require a 
Careful Check-Up of Coverage 


seeking the advice of experts on insurance matters, 

according to James S. Kemper, insurance manager 
for the National Shoe Retailers Association. In a state- 
ment on this subject Mr. Kemper said: 

Successful shoemen are keenly aware that insurance 
must be more intelligently handled than in the past in 
line with improvement in other phases of their business. 
The modern business man must get more value for 
every dollar he spends in insurance as well as everything 
else. 

‘If a disastrous fire or a serious accident should occur, 
an insurance policy is the only protection against the 
loss. The savings of a lifetime may be at stake. There- 
fore policies must be carefully and correctly written and 
hazards provided for in advance. Scattering small 
policies among friends or customers, receiving little or 
no intelligent advice as to the way to get the most for 
the money, is poor business. It is a dangerous practice 
because coverage is likely to be poorly selected and the 
cost is high. 


S HOE dealers in constantly increasing numbers are 


“Profits in business depend upon reducing overhead 
expense, as well as increasing sales. Shoemen through- 
out the country have found out that they can obtain 
sound protection at a saving; last year the official in- 
surance company of the association returned 33% per 
cent cf the premiums received on fire insurance policies 
and an average of 25 per cent on other coverages. This 
means that they are receiving sound protection at cost 
and this cost is based on low operating expense and on 
the loss record of good shoe merchants. 

“The elimination of avoidable losses is a fundamental 
principle of good mutual insurance. In practice this 
results in a reduced loss ratio for the insurance company 
and in increased dividend savings returned to policy- 
holders. Inspectors and engineers of the insurance de- 
partment are constantly at work eliminating causes of 
fire or other losses. 

“No other trade has a more comprehensive insurance 
service than the shoemen enjoy, and no trade has ever 
built up nation-wide service and as large a saving more 

[TURN TO PAGE 84, PLEASE] 





O ROUND out and complete the 

BROWNBbilt Concentration line, 

we carry a well-chosen line of House 

Slippers for men, women and children, 

a complete assortment of rubber goods, 

canvas footwear and findings of every 
character and description. 

There is no need to buy from any other 
source. The Brown Concentration line sup- 
plies everything that you can sell at a 
profit. The next time the Brown salesman 
sees you, challenge that statement. Go 
over the full line for your own satisfaction. 
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Concentration on Brown Shoes ex- 
clusively was a winning move for 
William P. Hogan, who is building 
a large and profitable shoe business 
at Yankton, S. D. The right shoes, 
mutual interest, guidance and co- 
operation are the reasons. 

















OSTON—Buyers for wholesalers, chain stores, 

large department stores and prominent retail or- 

ganizations appeared early on the scene for the 
annual Boston buying week and the Eighth Boston Shoe 
Style Show. At 7 a. m., on the opening day, Jan. 14, the 
registration line at the Hotel Statler extended the length 
of the lobby. The opening expectations of business for 
the volume trades were backed up by the appearance of 
salesmen and factory representatives preparing for an 
exceedingly busy order week. 

As a buying event this show gets down to case lots. 
The entire Statler Hotel resembled a shoe center with 
shoes, leather, materials and accessories spread on a dozen 
floors. The outstanding feature of the show was the 
number of men’s shoe lines on display. 

The proportion of manufacturing concerns showing 
leather, materials and accessories indicates the usefulness 
of the show as a factory demonstration, as well as the 
sale of shoes in volume. 

A cordial welcome was extended by letters from Frank 
G. Allen, Governor of the Commonwealth of Massachu- 
setts, James M. Curley, Mayor of the City of Boston, 
Alfred W. Donovan, President of the New England Shoe 
and Leather Association, William Noll, secretary of the 
Boston Shoe Travelers’ Association, Mortimer H. 
Richardson, president of the Boston Shoe Associates, and 
F. W. Stanton, secretary of the Southern Shoe Sales- 
men’s Association. 


HE foyer, grand ballroom and mezzanine featured 
educational exhibits of shoes, leather, materials and 
accessories. Many new products of factory interest re- 
ceived their first showing. 7 
William E. Doyle served as chairman of the Hospitality 
Committee, and had a staff of traveling men to assist him. 
Four shows were held in the three days’ session, en- 
titled ““Fashion’s Footwear Fancies for 1930.” A run- 
way revue of 100 models styling spring and summer foot- 






oston Market 
Week Fair 


Volume Purchases About Normal— 






Style Show Held 


AAA 


wear was a feature of the show. The revue was inter 
spersed with singing, music and dancing numbers. Thx 
entire exposition was under the direction of J. Goddar 
Brown, managing director. 

Morey Pearl and his broadcasting orchestra gave « 
concert before the runway revue, and then followed int: 
musical numbers for the fashion promenade. 


O accommodate the large audiences at the style show 

a new plan of seating arrangement made possible the 
placement of 2000 shoe men, the new runway being one 
long stretch from the stage right out to the end of the 
grand ballroom. Some fifty exhibitors gave runway 
showings. 

The exhibitors totaled 202, and represented every 
major shoe making market in America. 

The runway show provided entertainment and an op- 
portunity to display shoes on living models, but as a reve- 
lation of the style trend for spring and the coordination 
of shoes with the costume, it proved disappointing. Some 
of the models were attired with painstaking attention to 
ensemble effect, but this was hardly true of the majority. 
However, a style runway exhibition neither makes nor 
breaks a market week, and the volume of business done 
in Boston this week will doubtless reach a gratifying 
total. Every exhibitor was in Boston for business first 
and most of them got it. Spring is not far ahead and 
shoes must be ordered. Naturally, with time crowding 
into the making season, the result of such a gathering 
of manufacturers, salesmen and buyers was business. 

The atmosphere of the gathering in Boston was de- 
cidedly optimistic, and apparently the volume operators 
and wholesalers are looking forward to a good selling 


season. At least, they are making their preparations on 


that expectation, and in view of the fact that the volume 
trade is considered to be especially well informed, their 
frame of mind is significant. 
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AN ACCURATE FINANCIAL RECORD 


of your business—one important key to success 








BOOT AND SHOE RECORER 
FINANCIAL RECORD 


ACCOUNTS Pavanee 
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MONTHLY SALES SUMMARY 


ACCOUNTS RECEIVABLE 









The Boot and Shoe Recorder’s 
Financial Record 


is another distinct RECORDER 





merchant service. 
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YEARLY COMPARISON SALES. PROFIT AND 
LOSS AND PINANCL 
4. AL STATEMENTS BY 


PERIODS OF 
YEAR 


| emance 








detail. 
























Re-fill sheets carried in-stock. 


Used in conjunction with our STOCK and DAILY SALES postage prepaid 
RECORD, it gives the busy store accurate records of every 











This book provides for an accurate 
record, with entries made easy cov- 
ering income, outgo, cost, selling 
price, profit, liabilities, assets. 


Each sheet is properly headed and 
ruled to cover each operation and 
each department. 
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The Financial Record 
with cloth board loose leaf binder— 


consists of: 


100 Daily Sales Sheets 
(women’s, men’s, children’s 
hosiery, miscellaneous) 


6 Accounts Payable Sheets 

6 Accounts Receivable Sheets 
6 Cash Received Sheets 

th 6 Cash Disbursements Sheets 








6 Monthly Sales Summary Sheets 
6 Purchase & Merchandise Sheets 












1 Yearly Comparison and Financial 
Statement Sheet 
(all ruled both sides) 


. . ° ” 
Contains sufficient sheets to cover one year’s requirements of 14%" x 11% 
average size busy shoe store. 


$12.50 


(Check with order, please). 














RECORDER 





BOOT AND SHOE 


© 








Merchants Service Dept. 


189 W. Madison St., Chicago, Illinois 


Merchants Service Dept. 

Boot & Shoe Recorder 

Chicago, IIl. 

Please send me the Financial Record for 
which find check enclosed for $12.50. If 
this bookkeeping method does not meet my 
requirements, we have the privilege of re- 
turning same, postage prepaid, within 5 
days. 

EE i 0.66 05.6:06 40050560000 s0N 0608000088 
I. §n o can bec 0en 6005655 500060586008 
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Specify 


Fairy Forms 





¥ 


For Your Display Shoes 


| 
Plea-to-Fit Fairy 
Lasts contract 
for easy inser- 
tion into the 
shoe. 





Within the shoe, 
they automati- 
cally expand to 
tts exact outline. 


RE your display models good 

salesmen? Do they create a 

desire for their possession in the 
minds of the passers-by? 


Flex-to-Fit Fairy Lasts will do 
much to make them more alluring 
—for Flex-to-Fits not only enhance 
the individuality of display shoes 
but they also support the straps and 
impart a much-sought narrowness 
to the quarters. 


The manufacturer from whom 
you buy shoes will gladly help you 
sell them by fitting your display 
models with pastel-shaded Flex-to- 
Fits. Make this request on your 
next order. 


SHOE FORM CoO., INC. 
Auburn, N. Y. 


Unitep Last Co., Lt. 
Montreal, Canada 





AND FOREIGN PATENTS 











VERYONE 
CAN SEE} 


Merchandise Displayed In a 


























Outside 


Why not enlarge your field of 
possible customers by prominently 
displaying your most attractive 
merchandise in a “Silent Sales- 
man” Outside. Display Case 
placed in front of your store for 
all to see? The added business 
gained by this sales-producer will q 
pay for itself in a surprisingly 
short time. Write us TODAY for 
details. 


DETROIT SHOW CASE CO. 
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1670 W. Fort Street, Detroit, Michigan 
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THE FRAVELING 
SHOE SALESMAN 


AA A 


R H. RAG- 
\+ LAND now 
represents the 
Chapline - Mayer 
Shoe Company in 
Virginia, West 
Virginia and a 
portion of Mary- 
land. He is thor- 
oughly experi- 
enced in the shoe 
business, both on 
the road and ina 
retail way, and is 
giving his cus- 
tomers the bene- 
fit of all of his 
knowledge. Mr. Ragland expects to do 
a large business with the new line and 
believes that conditions warrant expec- 
tation of a prosperous spring and sum- 
mer. 


R. H. Ragland 


C% A. L. MERCER, president, 
Vulcan Corporation, announces the 
appointment of Henry G. Currier, of 
Newburyport, Mass., and Louis 
Pell, of Newark, N. J., as new rep- 
resentatives of the Vulcan Corporation. 

Mr. Currier has joined the selling 
staff of the Vulcan out of the Brock- 
ton branch and will represent women’s 
shoe lasts. Mr. Currier has had an ex- 
cellent experience in the last business, 
as he was formerly associated with 
Brewster Brothers, then with the Lynn 
Last Company, and more recently with 
Hitchings-Stephens Company. 

Mr. Pell kas joined forces with the 
Vulcan organization by becoming a 
salesmen in St. Louis for the St. Louis 
last factory. Mr. Pell has had consid- 
erable experience in both shoe and last 
industries, as he was formerly asso- 
ciated with John Pell & Son, Inc., 
Thomas G. Plant Company, Rochester 
Last Works, Lynn Last Company, and 
was formerly with Vulcan’s Brockton 
Branch (then the Mawhinney Last 
Company). 


RS J. OSBURN, thirty-eight, 
secretary and treasurer of R. P. 
Martin, leather merchants on Andrews 
Street, was found dead in his garage 


early Wednesday morning, Jan. 8. He 
had been missing since Monday noon, 
when he told Mrs. Osburn he was going 
to make some small repairs to his auto- 
mobile. A neighbor, who shares the 
garage, found the body in his machine. 
A coroner gave a certificate of acci- 
dental death from monoxide gas poison- 
ing. He is survived by Mrs. Osburn 
and three small children, also his 
father, Frederick S. Osburn, an execu- 
tive of the Newcomb-Anderson Shoe 
Co. Mr. Osburn was a Mason and a 
member of the Rochester Association of 
Traveling Shoe Salesmen. 
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HE Indiana Shoe Travelers will 

hold their annual convention at the 
Claypool Hotel, February 17, 18 and 19. 
The program and further announce- 
ments will be made later. 


— 


EORGE F. MAYER, well known 

shoe man and vice-president of the 
Chapline Mayer Shoe Co., has joined 
the sales organization of the Milwaukee 
company. He entered his father’s shoe 
manufacturing plant in 1910 and served 
as assistant superintendent, superin- 
tendent and secretary. After his re- 
turn from the U. S. army he was 
elected vice-president and general man- 
ager of the F. Mayer Boot & Shoe Co. 
Later he became vice-president of the 
Chapline-Mayer Shoe Co. 


ERLEAU C. SMITH, for many 

years sales manager for the old 
firm of Utz & Dunn, and since the liqui- 
dation of that house in the children’s 
shoe manufacturing business for him- 
self, was in Cleveland and other Ohio 
cities this week on a selling trip. 

“Our firm had a splendid year in 
1929,” said Mr. Smith, “and with low 
inventories and the way buying has 
started up, I believe 1930 will be our 
banner year.” A. E. Perkins is Mr. 
Smith’s partner and the firm name is 
Perkins-Smith Shoe Corporation. 


Pp W. JORDAN, for many years with 
¢ Byron Greenough and afterwards 
with Long-Libbey & Hanson of Port- 
land, is taking Byron A. Tupper’s place 
for Beacon Falls Rubber Shoe Co. in 
the state of Maine. 

Mr. Jordan has traveled in this sec- 
tion for a number of years and is well 
acquainted with the trade. 

Joe S. Capen has become associated 
with Beacon Falls Rubber Shoe Co. as 
salesman-at-large. Mr. Capen is one 
of the old line rubber footwear sales- 
men with a large and varied acquain- 
tance. 


‘T= Endicott Johnson sales depart- 
ment has purchased an “Expando” 
motor truck, which will be used by E-J 
salesmen in the Southern States. The 
truck, after sides are extended by 
power furnished by an electric motor, 
will provide sufficient space for a com- 
plete line of samples, as well as table 
and chairs. The truck is equipped with 
a heating plant, electric lights and 
facilities for running water. 


pyaner HAYMAN, formerly sales- 
man for Craddock Terry Shoe 
Company, recently underwent an op- 
eration. His many friends wish him 
a speedy recovery, and hope to see him 
on the road with the boys again. 
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News 
of the Road 


P,. SORENSON 
* is now cover- 
ing Minnesota with 
the samples of the 
Chapline-Mayer 
Shoe Company of 
Milwaukee. Mr. 
Sorenson has been 
in the Minnesota 
territory for some 
time and is_ in- 
creasing his busi- 
ness steadily. He 
expects to finish in 
the BIG FIVE in 
1930. He says that 
prospects in his territory are encourag- 
ing for an excellent volume of business 
in 1930. 


A W. SCHROEDER, well known in 
the Chicago and neighboring trade, 
who has sold Florsheim shoes for many 
years in that territory, this week an- 
nounced that he had signed up with 
Dunn & McCarthy, Inc., of Auburn, 
N. Y. He will make his headquarters 
at 1811 Republic Building and will have 
charge of the selling in northern [IIli- 
nois and southern Wisconsin. 

Another addition to the sales force 
of “Enna Jettick” shoe manufacturers 
is Claude Meek, whose territory will 
be Arkansas and Mississippi, with 
headquarters at 1008 West Second 
Street, Pine Bluff, Ark. Mr. Meek has 
been associated with William Rosen- 
zweig, who handles the Enna Jettick 
— in a big way at his store in Pine 

uff. 


RS. NATHALIE C. MOSES, wife 

of Guy P. Moses, who travels for 
Edwin Clapp & Sons of East Wey- 
mouth and who is a prominent member 
of the Southern Shoe Travelers’ Asso- 
ciation, died recently from pneumonia 
after an illness of only six days. 
Funeral services were held at the fam- 
ily home on Sumner Street, Newton 
Center, Mass., after which the body 
was taken to Montclair, N. J., for 
burial. Besides her husband, Mrs. 
Moses is survived by three children— 
Carol, Barbara and Jeanette. The 
whole-hearted sympathy of all those in 
the shoe industry who know him is 
extended to Mr. Moses in his bereave- 
ment. 


[BA MACK widely and popularly 
known among central western shoe 
buyers through his many years sell- 
ing high grade children’s shoes, has 
joined the sales force of J. I. Melan- 
son & Sons Corp., North Adams, Mass., 
and will market their children’s and 
growing girls’ welts in Illinois, Michi- 
gan and Indiana. Mr. Mack will con- 
tinue his office at Room 903 No. 189 
West Madison Street in Chicago’s Se- 
curity Building. 


J. P. Sorenson 








Specify “Franco” Woven Leather 


Models made of Franco woven leather will be the volume sellers 


for the spring and summer season. 


Unqualifiedly the only power leather weaving plant in the United 
States, Franco offers to manufacturers an unusual opportunity for 


profitable business. 
Made in 24” widths, running yards, woven to order in any . 


conceivable color combinations of kid leathers — Franco 


solicits your inquiries. 


Franco Woven Leather Corp. 


15 West 39th Street New York, N. Y. 














nea SUREp— SOUND VALUES 


—— ARCH SHOES —— yo a For years Greeley Boudoirs 
have had a reputation for 

sound, sensible values and 
I N S rg O C K everyday style. In black 
AA TOE and colored kid, with 
leather or rubber heels. 


ONE OF 25 IN If your jobber cannot 


MADE IN PHILADELPHIA STOCK supply you—vwrite us. 
BY MASTER CRAFTSMEN 36 Pair Cases 


C..S. GIBBON-CO. A. W. GREELEY 
50-54 No. 4th St. Phi, Pan ——— xe 12 Duncan St. - - Haverhill, Mass. 


The Shoe Buying Centre 
of New York/ 




















FOR ROOM EQUIPPED WITH 
BATH, CIRCULATING ICE WATER 


and RADIO! 


SINGLE, $2.50, $3.00, $3. 
DOUBLE, $4.00, $4.50. TWIN BEDS, $5.00. 
come to New iif 
York be sure to see [iff Near Business, Shopping, and 


7 the lines permanently 


> 
Fries at tea Tae | The New 
room of national leaders in the shoe HOTEL EL PLYM OUT 


and leather industry. Desirable offices 
for Approved Tenants. : 4%h STREET EAST OF BROADWAY « NEW YORK 


write MARBRIDGE Bidg.Co., Inc. ‘Never i 
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44.“U.S.” 


warehouses 
offer a timely 
service 











This time of the year yuu 
are probably watching your inventories. You don’t 


want to carry a large stock through the summer. 


But you do want to fill-in promptly—especially as this 
weather is so changeable. You can be prepared for the 
breaks in the weather—by having an adequate stock 


of Gaytees, rubbers and Blue Ribbon items on hand. 


Realizing this we know that the best service we can 
affer you is prompt and efficient warehouse service. 
There are 44 “U.S.” warehouses throughout the 
country that carry stocks from which you can be 


supplied at short notice. 


Fill in with “U.S.” products. And let this fine manu- 


facturer-to-dealer service function for you. 


P. S. The Gaytees salesman will soon be showing the 


new line. Wait for him to call. 











United States Rubber Company 
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“BRADSHAW” 
GOODYEAR WELT “BELGRADE” “BELGRADE” 


B-378—Brown Elk with Cork Elk 3 GOODYEAR WELT GOODYEAR WELT 


Tr im 
B- Ae Elk with Brown B-379—Brown Elk 
_ 8/8 Leather Heel—Sparton Bole 


_ Sole and Spring Heel 


: “ACME” 
“MARATHON” WELTS GooDyEan weir 
12/8 Covered Heel Uskide Top LAft 
e 


GOODYEAR WELT 
Soft Finished Sol 


Solid Leather Heel 
B-334—Tan Calf ° B-362—White Calf 





“REGENT” 
Nu Mode Process 
19/8 Heel 
B-335—Black Silk Moire $5 
B-336—White Silk Moire Suit- 
able for Tinting 5.2 
“REGENT” 
Special Process “CLARE” 
22/8 Heel Special Process 
“REGENT” Medium Round Toe 22/8 Heel 
Spcial Process B-385—Suntan Kid B-555—White Kid 
B-386—Black Satin 4.35 
19/8 Heel B-388—Black Calf (Lt. Wet.) 4.35 


B-352—Brown Kid 
B-170—Imported White 
=. suitable for tinting any 





repe 
B- Ts Satin ° 
B-175—Patent Leath 4.35 
B-176—Black. Calf (Lt. Wat.) 4.35 


Nu Mode Process 
Terms Net 30 D 
B-180—Mat Kid _ “VONNY” 
B-345—White Kid g Twenty-five cents additional for Special Process 
orders of less than three pairs. 19/8 Heel 
B- .-“. White 


Silk 
with Silver Kid Trim 
$5.25 











THE MENIHAN COMPANY 


In-Stock Department 


ROCHESTER, N. Y., U. S. A. 
Cleveland Office 


Pittsburgh Office 
Hawer Hots. Makers of Menihan Arch-Aid Shoes aaa ty ~~~ Meee 


W. A. BARNBY 
Chicago Office York Ofice New England Office San Francisco Office a” foste Office Detroit Office 

MAsEsTIo HOTEL 846 yy ee. BLpo. DraPer HOTEL PLaza Hore. 111 East 8TH St. DeTrRoIT-LELAND HoTs. 
¥. J. SATRK B. W. MOYLAN NORTHAMPTON, Mass. H. 8. KUSHINS o B. VAN DB GRIFT Cc. G. SELLERS 


BLLIOTT LA MONTAGNE 


See page 80 for additional Menihan In-Stock Styles 
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Increase in November Production 


Total Slightly Above That of Corresponding Month in 1928, 
Although Far Below October Figure 


WASHINGTON, D. C.—The Depart- 
ment of Commerce announces the fol- 
lowing statistics on the production of 
boots and shoes for November, 1929, 
representing 1190 factories: The total 
production of footwear in factories re- 
porting amounted to 27,446,194 pairs, 
as compared with 37,191,043 pairs in 
October, 1929; 26,442,755 pairs in No- 
vember, 1928; and 25,973,126 pairs in 
November, 1927. Production during 
November, 1929, represents a decrease 
of 26.2 per cent from October, 1929, 
but an increase of 3.8 per cent over 
November, 1928. During the period 
January-November, an increase of 5 
per cent is shown for 1929, as compared 
with 1928. 

The factories reporting monthly 
manufacture approximately 95 per cent 
of the total output of footwear, other 
than rubber, in the United States. 

Men’s shoe production in November 
amounted to 17,466,921 pairs as com- 
pared with 9,535,199 in October and 
7,234,347 in November, 1928. Produc- 
tion of women’s shoes reached a total 
of 8,210,062 pairs in November, 1929, 
as against 13,750,975 in October and 
8,142,394 in November, 1928. There 
was a total production of boys’ and 
youths’ leather shoes in November of 
last year amounting to 2,148,161, com- 
pared with 2,183,546 in October and 
1,748,735 in November, 1928. In 
misses’ and children’s shoes, the No- 
vember, 1929, production was 2,635,230 
pairs, as against 3,633,377 pairs in Oc- 
tober and 2,725,836 in November, 1928. 


Kramer’s to Open New Store 


CLEVELAND, OHIO (UTPS)—Kramer’s 
Shoes, Inc., have closed their store at 
2058 East 4th Street following expira- 
tion of their lease here. Stock has been 
moved to their store at 309 Prospect 
Avenue, just around the corner. 

Kramer’s will open a new family 
shoe store at West 25th Street and 
Marmon Avenue in about one week. 
Sam Yorkelson will be the manager. 
This will make eleven stores in the lo- 
cal chain. 
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Department Store Sales 
Off 2 Per Cent in 
December 


Department store sales for 
December were 2 per cent smaller 
than in the corresponding month 
a year ago, according to prelim- 
inary reports made to the Federal 
reserve system by 478 stores 
located in leading cities of all 
Federal reserve districts. De- 
creased sales were reported by 
365 stores and increased sales by 
113 stores. 

Decreases were reported for 
nine Federal reserve districts, in- 
creases of 2 per cent for the New 
York and Richmond districts, and 
little change for the San Francis- 
co district. The reported de- 
crease in sales in the other dis- 
tricts varied from about one per 
cent in the Cleveland district to 
more than 6 per cent in the St. 
Louis, Chicago and Minneapolis 
districts. In some districts, par- 
ticularly in the Middle West, 
heavy snowstorms were a factor 
in reducing the volume of Christ- 
mas trade. 











Good Response to Sales in 


Louisville 


LOUISVILLE, Ky. (UTPS)—All shoe 
stores in this city are holding their an- 
nual clearance sales and the Louisville 
public seems to be eager to secure the 
bargains offered. It is noticeable, how- 
ever, that in most stores this dead 
stock seems to be small, mostly, as is 
inevitable, in fancy and novelty styles. 
There also seem to be more browns 
than black left in these clearance sales 
and a decided scarcity of either reptiles 
or suede in any styles. The stimulation 
of the Christmas season, when trade 
was exceedingly brisk, is still holding 
over. 
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Leather Stocks 
Lower; Footwear 
Production Up 


MILWAUKEE, WIs.—August H. Vogel, 
vice-president of the Pfister & Vogel 
Leather Co., Milwaukee, believes that 
the outlook for the tanning industry 
during the coming year is favorable. 
In a statement, Mr. Vogel said: 

“Stocks of leather in the hands of 
tanners as well as shoe manufacturers 
are at the lowest point since 1920, and 
shoe production for the first nine 
months of the year was about 4 per 
cent larger than in 1928. Present 
prices of leather are relatively low and 
there is, therefore, little danger of the 
use of substitutes. 

“Prospects for the new year are fa- 
vorable. Both jobbers and retailers 
have been buying conservatively and 
there are no excess stocks of leather 
nor shoes. 

“A decline in raw material markets 
and heavy importations of foreign 
leather have again prevented the tan- 
ning industry from realizing a fair re- 
turn on its capital investment. It was 
generally hoped and expected that the 
promised tariff revision for agriculture 
and depressed industries would become 
effective about the beginning of Octo- 
ber and afford some relief to our indus- 
try. 

“In anticipation of a possible duty, 
foreign competitors shipped into this 
country enormous quantities of black 
calf and lining leathers, the total vol- 
ume for the first ten months of the 
year ‘being almost equal to 50 per cent 
of domestic production and thus neces- 
sitating a proportionate curtailment in 
the domestic production. 

“As the wages paid employees in this 
country are more than double those of 
the continental tanners, it is quite evi- 
dent that we cannot hope to compete on 
staple leathers without a compensatory 
duty. Leathers are now on the free 
list and tanners are asking for a 20 
per cent duty.” 

Mr. Vogel’s views that prospects are 
favorable for a good year in 1930 are 
shared by other tanners in this section 
of the country and also by the shoe 
manufacturers, who are making their 
preparations on the basis of a heavy 
volume of spring buying during the 
next few weeks. 
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Machine is usually equipped 
with Climax Brush No. 4644 
of cloth, and No. 197 

of yarn 


Clean Merchandise 





Nosopy wants to buy shoes that have become soiled or marred 
in handling. Why jeopardize the sale of a pair of shoes when you 
can make them presentable to your customer by cleaning or polish- 
ing them in a jiffy on the Shoe Cleaning Machine — Model A. 


This motor-driven machine will accommodate two cloth or yarn 
brushes or a combination of each as desired. The motor is belted 
directly to a grooved driving pulley on the shaft carrying the brushes. 


Set up this simple, compact machine in your stock room and con- 
nect it up with the nearest electric light socket. The Shoe Cleaning 
Machine — Model A, is now standard equipment in all up-to-date 


retail shoe stores. 


United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 


Auburn, Maine Johnson City, N.Y..........-. 276Main New York,N.Y....... .....37 Warren 
Brockton, Mass 93 Ce »M 306 Broad Philadelphia, Pa 221 North 13th 

18 South Market ari . 11 Florence Rochester, N.Y................ 130 Mill 
Cincinnati, 7 Gilbert Milwaukee, Wis St. Louis, M 1423 Olive 
Haverhill, Mass. 145 Essex New Orleans, La. San Francisco, Cal........ .859 Mission 
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International Has Record Year 


Annual Financial Statement of Shoe Manufacturing Corpora- 
tion Shows Greater Gain in Shipments Than Ever Before 


St. Louts.—In connection with its an- 
nual report to stockholders, made pub- 
lic here today, the International Shoe 
Company reveals a production for its 
: cal year, 1929, sufficient to supply 
vo pairs of shoes for every family in 
e United States. 

From forty-four shoe factories lo- 
c.ted in thirty-nine cities, came a pro- 

iction amounting to 54,730,685 pairs 

shoes—an increase of more than 6,- 
10,000 pairs over the previous year 
id the largest shoe output that has 
er come from a single organization. 

In commenting on this growth in 
isiness, Frank C. Rand, president of 
e International Shoe Company, de- 
ared it was evidence of the stability 
f the consuming public with regard to 
suund merchandise values. 

“It is obvious,” he said, “that there 
s no substantial reason for any con- 
iderable readjustment of merchandise 
alues in the present situation. 

“Wide fluctuation in security values 
ist fall did not affect staple commodity 
rices. They affected intangible value 
f securities, and were felt by only a 
omparatively small part of our popu- 
ation. There has been no change in 
he aggregate tangible wealth of the 
ndustries and businesses of the coun- 
ry, and there is no reason to expect 
such change. Some individuals are 
oorer by reason of losses in value of 
ecurities> but the industries and busi- 
vesses themselves have not been af- 
‘ected. 

“For instance, while some individuals 
may have suffered paper losses on our 
tocks, the International Shoe Company 
s in a stronger position than at any 
time in its history. Its tangible wealth 
and earning power are larger, regard- 
less of any changes in the stock mar- 
ket price of its securities. ° 


Black Shoes Selling 
Better Than Expected 


LYNN, MAss.—Three points stand out 
here for January. Blacks are selling 
better than expected. Longer vamps 
and narrower toes have been accepted 
by Western buyers, according to a des- 
patch from Lynners at St. Louis. A 
new kind of a Wales stag oxford is in 
development. 

Then there is this theory, current 
among manufacturers, which each mer- 
chant may test according to his own ex- 
perience: Women are out more this 
winter than ever before. The stay-at- 
homes are few. The go-abouts are 
many. Shoppers are as numerous on 
streets, on an ordinary winter day, as 
in summer time. The old way of hi- 
bernating during the winter is no more. 
So, folks being out more, they buy and 
wear more shoes. 

This theory is advanced to explain 
the uncommon demand for blacks, 








“Our books show net sales of the In- 
ternational Shoe Company for the fiscal 
year of $132,110,129.80, which repre- 
sents a gain of $9,415,597.79 over the 
year before. In addition, subsidiary 
plants, manufacturing shoe materials 
for the shoe factories, produced supplies 
amounting to $72,852,507.46, which, 
combined with shipments, made an ag- 
gregate of $204,962,637.26 in business 
transacted. 

“Net earnings, after providing for 
taxes, were $17,031,434.58—an increase 
of $1,269,658.65 over last year. Net in- 
come, after providing for preferred 
dividends, show earnings of $4.37 a 
share on the common stock, compared 
with $4.03 last year. Dividends paid 
during 1929 amounted to $10,000,000, 
and beginning with Jan. 1, 1930, the 
dividend rate is raised from $2.50 per 
share to $3.00 per share a year. 

“Total capital and surp!us now ex- 
ceeds $105,000,000 with net working 
capital of $71,800,000. Current assets 
are 13.9 times liabilities. Cash on hand 
and collateral loans amount to $27,463,- 
000. Our total inventories amount to 
$28,984,525, a decrease of $6,198 1200 | 
compared to the previous year. 

“From our standpoint, the conditions 
in the nation as a whole are not unfa- 
vorable and for 1930 we anticipate a 
healthy flow of business, particularly 
when that business is based on sound 
values.” 





Thirty-Five Stations for Nunn, 
Bush Broadcast 


Through an error on the part of our | 
news correspondent in Milwaukee it was 
stated in the issue of Dec. 28 that the | 
radio program of Nunn, Bush & Weldon | 
Shoe Co. is being broadcast over Station | 
WTMJ. The company states that it 
has never made use of this station, but 
is using over thirty-five other stations, 
including the following: 

KDKA, Pittsburgh; WHK, Cleve- 
land; WBAP, Fort Worth; KSL, Salt 
Lake City; KVOS, Bellingham, Wash.; 
KIDO, Boise, Idaho; WDAG, Amarillo, 
Tex.; WMMN, Morgantown, W. Va.; | 
KLRA, Little Rock; WLBF, Kansas | 
City, Kans.; WDAE, Tampa, Fla.; 
WLW, Cincinnati; WMAQ, Chicago; 
WOR, Newark, N. J.; WOCL, James- 
town, N. Y.; WSB, Atlanta; WCBS, 
Springfield, Ill.; KOMO, Seattle; 
KMOX, St. Louis; WOBU, Charleston, 
W. Va.; KFRC, San Francisco; KGBX, 
St. Joseph; WTOC, Savannah; WCCO, 
Minneapolis; WJR, Detroit; KNX, Los 
Angeles; KGK0, Wichita Falls. 


William de Krafft Now | 
| 











Vice-President 


New YorK — At a meeting of the 
Board of Directors of the United States 





which are good merchandise for win- 
ter, because they can be worn under 
arctics. Besides, there are reasons of 
style, for blacks of the dressy class fit 
into the fashion picture. It must be 
that patent is gaining, for the japan- 
ners of Peabody are getting busy 
again, after quite a dull spell. 
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Rubber Company held this afternoon, 
the election of William de Krafft as a 
member and chairman of the Finance 
Committee was confirmed, and in addi- 
tion Mr. de Krafft was elected a mem- 
ber of the executive committee and vice- | 
president of the company. | 
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FIlAING 
BOOTS 


For SPORT 
HIKING 
AVIATION 

5-STYLES- 

IN-STOCK 

Black 
Hills 
Model 
Style No. 310 


Price $6.00 


Brown Elk 
Height 14 
Inches 


H 
F 


REG. US. PAT OFF 
















































All Five Models 
In-Stock 
The Year Round: 















$310—Black Hills 14-in..$6.00 
2312—-Rocky Mt. 14-in.. 5.70 
£315—Yellowstone 14-in. 5.70 


£317—-Sport Boot 8-in... 4.60 
$318—Gr'd Canyon |4-in. 5.70 
Genuine Goodyear 
Welts 
Suitable for mem- 
bers of the Girl 
Scouts and Camp 
Fire Girls Organ- 
izations. 
Wonderful Fitters 
Flexible Oak 


Soles 
Steel Arch 


5/8 A, 4/8 B, 24%4/8 C 
and D 


Terms 5% 10 days, Net 30 


Write for 
Sample Pairs 


or Folder 


‘THE JUVENILE SHOE CORPORATY » 


OF AMERICA 











Aurora Missouri 


Makers ef the famous Kewpie Twins Health 
Shoes for Children, also Sportwalks — smart 
lightweight welts for college girls. 




















































































PRE-SHOWING 
of MENIHAN’S 


In-Stock Styles for Spring 


You are invited to see our 


Complete showing of New Spring Samples 
“INDRA” both Menihan and Arch-Aid lines. 
Special Process 


B-133—Genuine Neisan Lizard, Kid 
Quarter to Match $6.35 


“FLARE” “DORY” 


“TALLY” 
Special Precess 
14/8 Cuban Heel 
B-370—Beige Calf with Beige er 
ard Calf Trim 


B-372 — Black Kid | a 


3 with 
Black Pin Seal Calf Trim... .$4.75 


Special Process 
19/8 Heel 
“EMELIE” B-342—Genuine Beige Snake. .$7.00 
Special Process 
B-343—Genuine Beige Snake with 
Blond Kid Trim on Saddle...$7.25 


Special Process 
19/8 Heel 
B-373—Grey —~} Lizard Calf with 
Mat Kid Quarte $5.25 


B-374—Beige Snake Calf with Brown- 
stone Kid Quarter $5.25 


“WEGA” 
Special Process 
16/8 Covered Heel 


B-365—Genuine Betee Sngke with 
Brown Kid Quart $6.50 





“RAYO” 
Special Process 
14/8 Cuban Heel 
B-375—Grey Ring Lizard Calf .$5.00 Special Process 
B-376—Beige Ring Lizard Calf 16/8 Ouban Heel 
$5.00 B-338—Genuine Brown Lizard.$7.25 


“RAYO” 
Special Process 
16/8 Oubdan Heel 


B-348—Genuine Beige Snake. .$7.25 


“RAYO” 


“LEAH” 
Special Process 
19/8 Heel 
B-368—Suntan Kid with Brownstone 


Kid Saddle, Suntan Kid as 
Gilt and Brown Ornament $5. 


B-369—Mat Kid with Gun Metal 
Silkk Kid Saddle, Mat Kid Strip- 
ping, Nickel and Jet a 


“LARK” 
Special Process 
14/8 Cuban Heel 
B-356—Beige cat with Gilt and 
Brown Ornamen $4.50 


B-358—Black Calf (Light Wet.) 
with Nickel and Jet Ornament.$4.50 


“VOLTA” 
Special Process 
16/8 Ouban Heel 


B-340—Brownstone Kid with Kid 
Piping to Match $5.00 


B-383—-Mat Kid with Patent Pip- 
$5.00 


THE MENIHAN COMPANY 


In-Stock Department 


ROCHESTER, N. Y., U. S. A. 


Makers of Menihan Arch-Aid Shoes 
See page 76 for additional Menihan In-Stock Styles 


B-366 — Genuine Grey Snake with 
Mat Kid Quarter 


“FAIRY” 
Nu Mode Process 
19/8 Heel 


B-283—-Silver Tinseled Cloth, 


suit- 
able for tinting $5.50 


“BERNICIA” 
Special Process 
16/8 Cuban Heel 


B-354—Brownstone Kid with Gilt 
and Brown Ornament $5.25 


B-355—Dull Black Kid with Nickel 
and Jet Ornament. $5.00 


Terms, Net 30 Days 


Twenty-five cents additional for 
orders of less than three pairs. 
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Novel Shoe Types Shown at St. Louis 











Among the new and unusual types of shoes displayed at the N.S. R. A. 
convention was a unique two-time shoe with a detachable vamp ex- 
hibited by the Jefferson Import Corp. and illustrated in the lower 


half of the above photo. 


At the top of the photo are two patterns 


exhibited by a leading Brooklyn manufacturer and equipped with the 
modern Waldes Kohinoor fasteners 








Experts Testify on Chain Stores 


Dr. Paul H. Nystrom, of Columbia, and Dean Rawles, of Indi- 


ana School of Commerce, Witnesses in Famous Suit 


INDIANAPOLIS — Indiana’s celebrated 
chain store case, so called, which affects 
every retail business in Indiana to some 
extent and those companies which oper- 
ate two or more stores in a larger way, 
was heard in Federal Court in Indian- 
apolis before three federal judges. No 
decision was given, time being granted 
for the preparation of briefs citing law 
applicable to the case. The case was 
the result of a law passed by the last 
legislature taxing every retail estab- 
lishment and increasing the amount of 
taxes proportionately on two or more 
establishments operated by the same 
company. 

Although the suit to enjoin the State 
from collecting these taxes was filed by 
an Indianapolis man, his attorney was 
joined at the hearing by several of the 
leading attorneys of the city, giving 
weight to the rumor that some of the 
larger chains were vitally interested in 
the case. 

It was alleged by counsel for the de- 
fense that only about 8 per cent of the 
retail establishments of Indiana, or 
approximately 3500, are operated by 
owners of more than one such place of 
business. The evidence proved that 
operators of chain stores have a dis- 
tinct advantage in purchasing and 
merchandising over the proprietor of 
the individually owned establishment 
and it was the contention of the State 
attorney general that the law was not 
confiscatory. 

Dr. William A. Rawles, dean of the 
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Indiana University School of Com- 
merce, was the principal defense wit- 
ness. He said that low prices resulting 
from large capital and buying power, 
provided a rapid turnover and the 
chains were able to promote sales 
through a combination of advertising 
and merchandising. He admitted on 
cross-examination that chain stores are 
making attempts to harmonize with 
public and community welfare, but that 
store managers often subordinate com- 
munity interests because they are anx- 
ious to gain promotion to larger cities 
or to better stores. 

Dr. Paul H. Nystrom, professor of 
marketing at Columbia University, was 
a witness for the plaintiff. He said 
that the cooperative movement of in- 
dividually owned establishments is 
sweeping the country and is looked on 
by many as the solution of the indi- 
vidual store owner’s problem. He said 


the chain store had served to force the. 


remaining individual business men to 
become better merchants and that the 
net result has been beneficial to the 
public. He denied that the chain estab- 
lishment had a tendency toward devel- 
oping into a monopoly. 

The defense case was based on the 
theory that the chain store law pro- 
vides for an occupational tax and not a 
property tax. Attorneys from the at- 
torney general declared it within the 
province of a State to collect an occupa- 
tional tax and that the fee of $25 for 
each store is not discriminatory. 
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In Stock 


LaSalle 
Bal. 


018—Blk Royal Calf, rolled perf. tip, 
round close edge 

017—P. V. Tan Mecca 
tip, round close edge... 


Wall Street 
Bal. 


033—P. & V. Mecca, Fair stitch, Pink 
meme, GED ccccosccoscesesceces 

034—Bik. Royal Calf, Fair stitch, Pink 
perf. ti 4. 


In Stock 


Combination 
lu. 


060—Bik. Ruby Kid, Kaffor tips.....$4.50 
$060—Arch Support Insole, same as above 4.85 
080—Blk. Kaffor (Mellow) Calf, fudge 4 


In Stock 


Wall Street 
Blu. 


03—Tan Koffor (Mellow) Calf .. $4.60 
04—Blk. Kaffor (Mellow) Calf 4.50 
804—Arch Support Insole, same as above 4.85 
05—Tan Kid, Fair stitch 4.85 
06—Black Ruby Kid, fudge edge . 4.50 


Terms 2% 20 Days—Net 30 Days 
MUSEBECK. 
SHOE COMPANY 








DANVILLE, ILLINOTS 
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WHERE TO BUY 


Men’s Shoes 
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NETTLETON 
Shoes of Worth 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y., U. S. A. 

MEN’S FINE SHOES EXCLUSIVELY 








Manufacturers of 
MEN’S FINE 
SHOES 


Brockton, Mass. 





Stacy Adams Co. 
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EMERSON SHOE MFG. CO. 
ROCKLAND, MASS. 
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Repairs Shoes Free to 
Help the Needy 


Pittsburgh, Pa.—Fire of unde- 
termined origin swept the build- 
ing at the corner of Penn Avenue 
and Stanwix Street and complete- 
ly wiped out the modern shoe 
repair shop of The Stetson Shop, 
Inc., of which D. F. Petty is the 
owner. 

Mr. Petty, in keeping with his 
annual custom, offered to anyone 
bringing a pair of old shoes to 
his shop $2 to be applied on the 
purchase of a new pair. He 
stated that as a result of the fire 
“thousands of pairs of shoes that 
we were getting ready to deliver 
to charitable institutions on New 
Years Day, were lost.” Mr. Petty 
has extended the time until Jan- 
uary 18 for anyone to bring his 
old shoes and obtain a $2 credit 
on a new pair. 

In the meantime Mr. Petty an- 
nounced that as a special offer 
to the needy “Petty’s repair 
shops, 1041 Jenkins Arcade and 
6218 Penn Avenue, will repair 
free of charge any shoes brought 
in with a letter from any chari- 
table institution or worker show- 
ing the case to be worthy of 
help.” This offer holds good un- 
til Feb. 1. Last year the Petty 
Shops repaired more than 10,000 
pairs of shoes and gave them to 
charity free. 











Selby Employees Insured 
Under Group Plan 


PORTSMOUTH, OHIO — More than 90 
per cent of the personnel of The Shelby 
Shoe Company, Portsmouth, Ohio, are 
participating in a group life insurance 
plan involving upwards of $5,000,000 
in policies. Each of the employees, 
including the executives, is insured for 
$1,500. This announcement is made by 
Dr. C. L. Ferguson, the Company’s med- 
ical director. 

Another feature of the plan provides 
that should the employee at any time 
leave The Selby Shoe Company he has 
30 days in which to convert his interest 
in the group plan to a regular life in- 
surance policy. 

In addition to inducing the employees 
to take this step for their protection, 
the company is seeing to it that they 
are given every medical attention neces- 
sary and through the efforts of Dr. 
Ferguson has reduced the number of 
“lay-offs” to a remarkably low mini- 
mum. 

All employees are given the benefit 
of expert advice and attention as to 
their health, including dental work 
which consists of cleaning teeth, ex- 
tracting in emergency cases, gum treat- 
ments, etc. 


Increase on Slippers 


LYNN, Mass.—Owens Shoe Co. has 
taken additional space at 585 Washing- 
ton Street to increase its production to 
70 cases a day of slippers and comfort 
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Dorn Shoe Co. Takes Over 
Arnold Line 


CLEVELAND, OHIO (UTPS) — The 
M. N. Arnold Shoe Co. are discon- 
tinuing their store at 1925 East Ninth 
Street and the well-known line of 
Arnold Glove Grip shoes will hence- 
forth be sold by The Dorn Shoe Co. 
located on the Square. Dorn’s formerly 
handled the Arnold line of men’s shoes 
and have now added the same brand 
of women’s shoes. It will be the ex- 
clusive downtown agency. 


Shoe Man Talks to Insurance 
Men 


Des MoINEs, Iowa (UTPS)—W. S. 
Arant of Sol Panor Shoe Stores, Inc., 
and proprietor of several local shoe 
stores, was the speaker at the meeting 
of the Des Moines Association of Life 
Underwriters, Jan. 6. His subject was 
“The Layman’s Viewpoint.” Mr. Arant 
gives talks frequently on advertising 
and merchandising subjects. 


To Add Shoe Section 


LAWRENCE, KAN. (UTPS) — The 
Weaver store at Lawrence, Kan., has 
taken another step forward toward 
making their new store one of the most 
complete department stores in Kansas 
—they are adding a shoe department 
to the store. The new department will 
be opened as soon as the rearrange- 
ment of the store is completed, prob- 
ably about the first of the year. 

Mr. Newman will begin at once to 
assemble a complete stock of new shoes 
for the department. The exact types 
of lines to be handled have not yet 
been determined, but the management 
plans to offer complete ranges in both 
popular priced and more select lines of 
shoes. 

Mr. Newman, who is in charge of 
the department, has been in the shoe 
business since he was a boy and for 
years manager of a Hamilton Shoe 
store here. 


Crandall to Buy Shoes for 
Montgomery Ward 


Des Moines, IA., (UTPS)—A. B. 
Crandall, proprietor of Crandall’s Boot 
Shop at Des Moines, has accepted a 
position with Montgomery Ward & 
Company as novelty shoe buyer with 
headquarters in New York City, his 
new duties to begin January 20. The 
local store which is connected with 
Heggen’s Shoery of this city will con- 
tinue but no announcement has been 
made as to the new manager. Mr. 
Crandall had operated the local boot 
shop for about 15 pears. 





Scheyer Reopens on Old Site 


NEw YORK—E. Scheyer & Son, who 
for 15 years before the building was 
torn down. conducted a retail shop at 
1441 Broadway, at 41st Street, special- 
izing on Nettleton Shoes of their own 
design, have reopened at their old loca- 
tion, in the new building which has just 








been completed on the same site. 
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To Distribute Swedish 
Leathers Here 


New YorK—F. Hecht & Co., Inc., 
leather merchants of New York City, 
have just been appointed exclusive dis- 
tributors for North America for C. J. 
Lundbergs Laderfabriks Aktiebolag of 
Valdemarsvik, Sweden. 

This concern has been in business 
ver 100 years and is one of the oldest 
ind largest leather producers in the 
Scandinavian countries. They will ship 
o America Valdi Side, which is a full 
rrain Veal Side in an entirely new fin- 
sh—particularly adaptable to fine 
erades of men’s footwear. 


Business Is Good in 
Rochester Factories 


ROCHESTER, N. Y.—Business has 
taken a decided turn for the better 
ince the first of the year.. Following 
the stock market slump, buying slowed 
up and many merchants who usually 
placed their spring orders in November 
or December failed to make their cus- 
tomary purchases. These orders began 
to come in the early part of this month 
and with the excellent business placed 
at the St. Louis convention last week 
the factories have plenty of work 
ahead. Some of the Rochester factories 
report 1929 as above normal, while sev- 
eral state it was the best year in their 
history. 


Jack Rosenberg in Full Charge 
of Shoes at Hecht’s 


WASHINGTON, D. C.—Jack Rosen- 
berg, buyer of women’s shoes for the 
Hecht Company, has taken over the 
basement shoe department of that 
firm. This is in addition to the regu- 
lar women’s department, I. Miller de- 
partment, misses’ and children’s and 
the men’s department, embracing all 
shoe activities of the Hecht Company. 
With this addition, Mr. Rosenberg en- 
ters a new era in his progress with 
this Washington house. 

Fred Breusing, formerly of Johns- 
town, Pa., who has had the basement, 
has resigned. Ben Cohen, formérly 
assistant to Mr. Breusing, will remain 
as assistant to Mr. Rosenberg. 


Olson in Charge of Shoe 
Section 


LINCOLN, NEB. (UTPS)—N. A. Ol- 
son has taken charge of the shoe de- 
partment of the John Sonin store at 
Fremont, Neb. Mr. Olson has had wide 
experience in the shoe business, having 
operated a shoe store in Fremont sev- 
eral years ago. 


Twidale Store to Remodel 
Building 


LINCOLN, NEB. (UTPS)—The Twid- 
ale Shoe Company at Fairbury, Neb., 
has purchased the building that it oc- 
cupies at present, and will remodel it 
extensively. A modern front is to be 
installed and the interior is to be en- 
tirely redecorated. The present stock 
is being sold out in a special sale to 
make room for the repair and remodel- 
ing work. 
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Jack Abowitz Is Host to 
N. S. R. A. Officers 


New YorK—Jack 
Abowitz, of Lax & 
Abowitz, Inc., 
Brooklyn, tendered 
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Men’s Shoes 
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an elaborate break- | 


fast at Hotel Jef- | 


ferson, St. Louis, 
to the officers and 
directors 


week. This break- 


fast has been an |! 
event at | 


annual 
the N.S. R.A. con- 
ventions for 


Jack Abowitz 


past seven years and has come to be | 


considered one of the traditional af- 
fairs of the organization. Mr. Abo- 


witz instituted his initial banquet in | 


1923 for the purpose of congratulating 
the officers and directors of the 
N. S. R. A. upon their excellent work 
in the trade. 

President Geuting was the only 
speaker at the breakfast given last 
week. Other guests included the fol- 
lowing: John McKeon, Harry Gibson, 


C. Merwin Dobyn, Harry C. McLaugh- | 


lin, R. Robert Smith, E. B. Martin, 
R. M. Martin, J. L. Paulus, J. H. Led- 
better, Francis J. Moncey, E. L. Frank- 
en, Anthony L. 
Orr, J. E. Davis, A. W. Shwerts, John 


Slater, Seaton Alexander, Martin Mur- | 


ray, E. B. Terhune, A. H. Plotkin and 
others. 

Lax & Abowitz have 
the trade the introduction of the Abo 
System of shoemaking which they are 
using in addition to the turn method. 
The Abo System is a cement process 
which will enable this concern to over- 
come the limitations in patterns which 
prevail in turn shoes. 


Suffers Damage from Fire 


ORANGEBURG, S. C. (UTPS)—The 
Harvin Shoe Company of this city suf- 
fered considerable loss to stock and 
building by a fire of undetermined ori- 
gin Jan. 5. Most of the damage was 
caused by smoke. The building and 
stock are fully covered by insurance. 
The store is owned and operated by 
R. C. Hall and H. L. Josey. 





Sole Leather Market Firm 


New York.—Firm markets for 
sole leather were reflected by a 
stiffening tendency in the hide 
market last week, says M. R. 
Katzenberg, president of the 
New York Hide Exchange, in his 
weekly market review. In the 
futures market, nearby positions 
closed the week higher, while 
— positions eased off fraction- 
ally. 
“The spot market has stiffened 
during the past few days, and 
prices for domestic as well as 
frigorifico hides have shown ad- 
vances,” said Mr. Katzenberg. 
“Imports fell off a little during 
the week. 

“Sole leather prices are firm at 
50 to 52 cents per pound.” 


of the} 
N. S. R. A. during | 
the convention last | 


the | 


Bullock, Edward C. | 














“A MAN’S DECISION” 


THE Wy 


SHOE 


Boston—183 Essex Street 
| | N. ¥.—915-917 Marbridge Bldg. 
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Did Reed 


FOR WOMEN 
THE JOHN EBBERTS SHOE CO., INC. 
IN Boffalo, N. Y. STOCK 
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| Shoe Forms 
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TRANSPARENT OR WHITE FAIRY 
SHOE FORMS 


THE SHOE FORM CO., Auburn, N. Y. 
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| Shoe Ornaments 
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THE 


REYNOLDS €\> COMPANY 


7 Eddy Street 
Providence, Rhode Island 
MANUFACTURERS 
SHOE ORNAMENTS 


and 


JEWELRY NOVELTIES 
EXCLUSIVE DESIGNS 

















WHERE TO BUY 


Men’s & Women’s 
Slippers 





Prices from 
$2.15 to $8.50 W. 8. CHASE & SONS 
Haverhill, Mass. 
Beston Office: Room 561, Statler Bids. 














PARISTYLE FOOTWEAR MFG. CO., INC. 


Factory and Salesroom 
40-46 West 25th St., New York City 


High Grade Turn Mules and D’Orsays 





‘fous 


* KENDALL 
SLIPPER 
FOR YOUR BEST CUSTOMERS 
AND A GOOD 
MONEY MAKER 
IN 
STOCK 








In Black 
Kid Only 
SEND FOR CIRCULAR 
OF KENDALL’S BALLETS 
Dept. C 











KENDALL SHOE COMPANY 
* HAVERHILL, MASS. 


* 
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‘ L. B. EVANS SON O8., Wakefield, Mass. 











Looks for Good 
Year for Shoe 
Trade in 1930 


MILWAUKEE, WIs. — Encouragement 
is given the industry for the year 1930 
in a statement by J. C. Johnson, secre- 
tary of the Nunn, Bush & Weldon Shoe 
Co., Milwaukee. Mr. Johnson says: 

“The shoe industry in the Milwaukee 
district enjoyed a very good year in 
1929, as manufacturers as a whole 
were very well pleased with the results 
of their efforts during the past year. 
They are looking forward to a continu- 
ation of good business in 1930. 

“A number of manufacturers report 
an exceptionally good year with an in- 
crease in shipments over the previous 
year and the business more evenly dis- 
tributed throughout the year. This en- 
abled them to maintain a steady pro- 
duction, which is most desirable for 
both manufacturers and employees. 

“This year has been better because 
all lines have enjoyed increased pro- 
duction. In previous years manufac- 
turers of men’s fine shoes may have had 
a nice business while manufacturers of 
men’s heavy shoes or women’s shoes 
may not have fared so well, or the 
reverse. 

“This year all the manufacturers re- 
port good business not alone on men’s 
dress shoes but on men’s heavier shoes, 
women’s shoes and children’s shoes.” 


Directors of Excelsior 
Shoe Company Elected 


PorRTSMOUTH, OHIO (UTPS)—At the 
annual stockholders’ meeting of the 
Excelsior Shoe Co., operating a factory 
in Portsmouth, the following directors 
were elected: John E. Williams, J. W. 
Bannon, Irving Drew, F. L. Williams, 
A. G. Schmid, Jamie D. Williams and 
E. J. Daehler. Officers will be selected 
at a future meeting. 


Insuring the Shoe Stock 
[CONTINUED FROM PAGE 69] 


quickly than the shoemen. 

“The National Retailers Mutual In- 
surance Company, which is the official 
insurance carrier for the association, 
believes in getting down to brass tacks 
on the insurance problem of every 
shoeman. It is obviously wasteful to 
pay large amounts for insurance with- 
out knowing exactly what you are get- 
ting, or to fail to take advantage of 
the many features of insurance forms 
and rules that permit better coverage 
and reduced cost. 

“As a service of the National Shoe 
Retailers Association to the shoemen in 
its field, representatives of the “Na- 
tional” will gladly make an audit of 
present insurance coverages, point out 
errors or omissions, if such exist; show 
how to reduce rates and cost; call at- 
tention to insurable losses which have 
been overlooked and recommend forms 
of protection best adapted to individual 
needs. 1930 ought to be a year when 
every shoeman should determine to im- 
prove his insurance situation, and no 
man can hope to be a better merchant 
if he does not take advantage of every 
such opportunity for improvement.” 





Fashion Observatory Opened 
at Palm Beach 


PaLM BEACH, FLA.—Seven important 
manufacturers of women’s wear and ac- 
cessories are cooperating here to work 
out the coordination that is the prime 
requisite of fashion all over the world. 
They decided to open the world’s first 
“Fashion Observatory” here. It is lo- 
cated at Hatch’s, the new store at Sun- 
set and Palm Beach Avenues, where 
the modern Parisian idea of service has 
been inaugurated and every patron re- 
ceives the exclusive attention of a 
trained fashion expert who accom- 
panies her to each department and 
gives the right counsel so that she will 
obtain exactly what she should have. 

Hatch’s is in the heart of fashionable 
Palm Beach and is within a block or 
two of The Breakers, the Casino, the 
Beach Club, the Ambassador Hotel, the 
New Palm Beach Hotel and all the 
other places where the socially elect 
meet. It is the rendezvous for all those 
interested in things to wear, and that 
means fashionable costumes for all 
smart occasions. 

The manufacturers who have joined 
in the “Fashion Observatory” are 
Cheney Brothers, with silks of all 
kinds; J. & T. Cousins, with shoes for 
all occasions; Brown Durrell Company, 
with Gordon individually proportioned 
stockings and underwear that is fully 
coordinated with the new silhouette; 
Richard Hudnut, with perfumes and 
cosmetics; Napier Brothers, with the 
latest designs in costume jewelry; 
Vogue, with patterns, and Warner 
Brothers with corsets and costume 
foundations of every kind. 

The seven firms have done everything 
possible to secure the greatest coordina- 
tion between their various products. 
What the fashionable women of Amer- 
ica want to wear will be noted and 
the trained experts of the observatory 
are keeping close watch on the trends 
of fashion. By the end of the season 
here it is expected that there will be 
definite costumes evolved in which the 
coordination is perfect, and when these 
have been determined they will be made 
public so that every woman in the 
country will be sure of her costume for 
any occasion. 


Godman Declares Dividend 


CoLuMBus, OHIO (UTPS)—tThe di- 
rectors of the H. C. Godman Co. at a 
recent meeting declared the usual quar- 
terly dividend of 75 cents per share on 
the no par common stock of the com- 


pany. 


Attends N. S. R. A, Convention 


SAVANNAH, Ga. (UTPS)—Among 
the prominent local’ shoemen who at- 
tended the National Shoe Retailers’ 
Association convention in St. Louis, 
Jan. 6, 7, 8, 9, were Mark Silvers and 
Moses M. Smith. Other cities in 
Georgia and South Carolina were well 
represented at the convention. 


Resigns as Buyer 


BIRMINGHAM, ALA. (UTPS)—A. R. 
Wolfe has resigned as shoe manager 
and buyer of Louis Saks department 
store. His successor has not yet been 
announced. The Louis Saks store car- 
ries a high grade line of ladies shoes. 
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Blizzard Boosts Seattle Rubber 
Sales 


SEATTLE, WASH. (UTPS)—Cold and 
snow which struck Seattle the first Sun- 
day in the new year has boosted the 
sale of zippers, galoshes, rubbers and 
similar foot coverings tremendously. 

However, the sudden cold temporarily 
retarded the January clearance sales 
now in progress. Sales were slow the 
Monday following the storm, but 
picked up on Tuesday. 

Turrell’s, with a fine new store 
opened in October, made use of an in- 
genious advertisement to explain to 
customers the reason for a clearance 
sale so soon. An editorial which ap- 
peared in their New Year’s Day ad 
read: 

“We have been asked ‘Why?’ Why a 
clearance sale in a new store—new 
stock—open only two and a half 
months? 

“We might tell you that a clearance 
sale is held solely to allow you to buy 
more fine shoes for less money. 

“Or we might emphasize the fact that 
the coming spring styles force us to 
clear away the current ones regardless 
of financial sacrifices. 

“But, after all, if we had no clear- 
ance sale, what could we tell those loyal 
patrons who year after year have 
awaited our twice yearly clearance 
events, knowing well that we have kept 
faith with them, and that Turrell’s 
sales are real sales’? 

C. L. Deming, merchandise manager 
of Turrell’s, announces that in the two 


and a half months the single new dowr- | 
town store has been open, they did more | 


business than was done a year ago dur- 
ing the same period in the two separate 
downtown stores then operated. 

A two-day sale of blue shoes was ad- 
vertised by Harry Perkins, Inc. The 
lot, numbering 167 pairs, included day- 
time and evening shoes. 

A feature of the January sale being 
conducted by the Cinderella Boot Shop, 
managed by E. S. Van Bushkirk, is 
that it is not being advertised except 
through the medium of the store win- 
dows. Plans had been made to an- 
nounce the sale over radio and through 
newspaper advertising, but the size of 
the stock to be disposed of did not war- 
rant it. 

Although the store has been opened 
only six weeks, the business done dur- 
ing the short period has been so great 
that by the first of the year only a 
small portion of the original stock re- 
mained. 


Headquarters of Shoe Firm 
Transferred 


Des Mornes, Iowa (UTPS) — A 
closing out sale is being conducted by 
the Style Shoe Shop in Des Moines, of 
which C. C. Lackey is local manager. 
The headquarters of the company have 
recently been transferred from Cedar 
Rapids, Iowa, to East St. Louis. 


Moved to Webster, Mass. 


LYNN, Mass.—Headway Shoe Co., 
makers of women’s novelty McKay 
shoes, has moved to Webster, Mass., 
where it will occupy space in the 
woolen mill that was recently purchased 
by J. Sherman Whipple, Jr., of Boston, 
and associates. 


AND SHOE 
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International-McElwain 
Merger Upheld 


WASHINGTON, D. C.—Declaring that 
the “mere acquisition by one corpora- 
tion of the stock of a competitor, even 
though it result in some lessening of 
competition, is not forbidden,” the Su- 
preme Court of the United States has 
just handed down a new interpreta- 
tion of the intent of the Clayton Act 
approving such a merger providing it 
does not result in lessening existent 
competition to such a substantial de- 
gree as will injuriously affect the pub- 
lic. 

This principle is laid down by the 
Supreme Court in upholding the Inter- 
national Shoe Company’s purchase of 
the W. H. McElwain Company and 
setting aside the contention of the Fed- 
eral Trade Commission that the pur- 
chase was in violation of the Clayton 
Act. 

“The great purpose,” it says, “of 
both statutes (the Clayton Act and the 
Sherman Act) was to advance the pub- 
lic interest by securing fair oppor- 
tunity for the play of the contending 
forces ordinarily engendered by an 
honest desire for gain. 

“Mere acquisition by one corporation 
of the stock of a competitor, even 
though it result in some lessening of 
competition, it not forbidden; the act 
deals only with such acquisitions as 
probably will result in lessening com- 
petition to a substantial degree, ... 
to such a degree as will injuriously af- 
fect the public.” 

The case grew out of the purchase 
in May, 1921, of the W. H. McElwain 
Company, of Boston, by the Interna- 
tional Shoe Company, of St. Louis. 
The McElwain Company had been a 
very large producer of men’s and boys’ 
dress shoes, but its production had 
been drastically reduced and, as the 
Supreme Court points out in its opin- 
ion, the company was on the verge of 
financial ruin. 

The International Shoe Company 
was then, as it is now, the largest pro- 
ducer of shoes in the world, operating 
at present forty-four shoe factories and 
seventy-five auxiliary plants to take 
care of its production. 


Oberdorfer Leads Newark 


BALTIMORE.—One of the largest shoe 
store chain outfits, numbering over 700 
retail shoe stores, announces a change 
of name from M. Samuels & Company, 
Inc., to the Newark Shoe Stores, Inc. 

With the retirement of Morton Sam- 
uels, founder and president of the con- 
cern, from active participation in the 
business, on account of his health, 
B. M. Oberdorfer becomes the new 
president. Mr. Samuels has not been 
in the best of health for the past 
eighteen months. He continues to re- 
tain a very large capital interest in the 
company. 

Mr. Oberdorfer has for the past 
eighteen years been vice-president and 
general manager, and in charge of 
gi for M. Samuels & Company, 


ne. 
The chain of Newark Shoe Stores 
since their inception has been con- 
trolled by M. Samuels & Company, and 
men’s and children’s shoes are retailed, 
principally for $3.00 and $3.50. 
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WHERE TO BUY 


Men’s & Women’s 
Slippers 


ALL LEATHER IMPORTED CZECHO SANDALS 
72 PAIR TO A CASE 


Sample Cases of Berta, Sonia and Riga can be shipped 
now for your inspection from New York. 

Irwin W. David, General Manager 
THE R. STERN CO., 303 Fourth Ave., New York 





ROMEOS AND VENTILATED OXFORDS 


VENTILATED 
OXFORD 
Made of Elk 
and Side Lea. 
Also Children’s 
Stitchdowns for 

Volume Buyers. 


Leather Lined 
Drill Lined 
Unlined 


Write for Prices 
and Catalog 


THE FRIENDLY SHOE CO., Milford, Mass. 


Harry L. Du Brin, Sales Mor. 








The Last Fin 
Word in { 
Quality 
Slippers "Sma 
TUPPER SLIPPER CORP. 
200 Tillary St. Brooklyn, N. Y. 











WHERE TO BUY 


Women’s Novelties 
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he 
BONDWAY 


ESS 


produces footwear of remark- 
able lightness, smartness ana 





flexibility. 
BOND SHOE COMPANY, 132 Duane St., New York 








BIARRITZ SANDALS 
(ORIGINAL) 
FOR LARGE VOLUME 
BUYERS 
Write Direct 
BIARRITZ SANDALS 
33 W. 27th ST.. NEW YORK 
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WHERE TO BUY 
Ballet Slippers 


OE er 


The Famous Con- 
cave Arch Hard 
Toe Slipper, and 
all types of danc- 
ing footwear. At 
once delivery. Send 
for catalog. 


Coast Representative: 
MR. A. F. WINSLOW 
5205 El Rio Ave., Eagle Rock 


Los Angeles, California 





DANCING SANDALS 
(ALSO_USED IN GYM 
CLASSES) 


Ne. 188.—Made in pearl, tan 
suede. Also made 


BROOKS SHOE MFG. CO. 
Ritner and Swanson Sts., Philadelphia, Ps. 








Rights and Lefts 
Two Grades 


Wos. Miss. Oni. 

$1.50 $1.45 $1.40 

1.85 1.80 1.25 
Im Stock 

328 West Monroe 




















BALLET SLIPPERS—IN STOCK 
ef the unusual kind 
8102 Bik. Kid Hand Ture 

Soft Tee 


Child’s 6 to 11—$1.35 

Misses 11% to 2— 1.40 

ey +> + yo 1.45 
Also Toes 


Som W ARTS & lined Inc. 








2it"No” 11th ate Philadelphiay P: Pa. 
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WHERE TO BUY 


Store Fixtures 
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BETTER SHOE FITTING 
SERVICE 
Saves Sales 


Makes Good Fitting Easy 
FREP TRIAL 


THE BRANNOCK DEVICE 
321 S. Salina Street, Syracuse, N. Y. 














Schiff Shoe Co. Sales Increase 


CoLumBus, OHIO (UTPS)—Sales of 
the Schiff Shoe Co., which has head- 
quarters at 32 W. Spring St., Columbus 
and which operates almost 160 retail 
units throughout the country, during 
the year 1929 totaled $9,197,586, as 
compared with $5,364,000 in 1928. This 
is a gain of 71.4 per cent and is very 
gratifying to the officials. During De- 
cember sales amounted to $1,297,458, as 
compared with $721,784 for December, 
1928, which is a gain of 79.7 per cent. 

The company announces that during 
the past year ihe number of units has. 
been increased from 85 to nearly 160. 
A program of further expansion has 
been adopted and additional units will 
ke opened during the present year. 

Recent units opened are: depart- 
ments in the Leavitt Co., operating de- 
partment stores in Bridgeport, Conn.; 
Waterbury, Conn.; Manchester, N. H., 
and Port Chester, N. Y. The managers 
of the department are Sidney Witten- 
berg, Abe Sherman, Jack Schiff and 
Jack Goldsmith, respectively. 

The company has also taken over the 
R. & S. Shoe Store at 3167 Lincoln Ave., 
Chicago, and Morris Herdon, district 
manager, is supervising that store. A 
shoe department in the Aurora Dry 
Goods Co., Aurora, IIl., has been opened 
with William Schiff as _ supervising 
manager. 


Merchants Now Buying 
In Larger Volume 


CINCINNATI, OHIO—Orders received 
by shoe factories around the first of 
December for early spring 1930 deliv- 
ery were rather slow and it appeared 
that merchants were going back to the 
old method of buying in small lots, but 
it now appears that they are not so 
afraid of placing orders for the full 
season’s requirements, early. They are 
buying when they find what they want 
and what they think will go over, and 
manufacturers report that the types 
that are accepted best in practically 
every section are high-cut oxfords, 
pumps and sandal effects. 

Retail merchants just now are going 
into January sales and quite a few very 
nice orders are being placed for some 
new ones to sweeten up the old line. 
These orders will keep jobbers’ in-stock 
departments hustling through January 
and February and during the same pe- 
riod manufacturers will all be running 
at capacity. 


Black Kid Shoes Strong in 
Des Moines 


Des MOINES, Iowa (UTPS)—Black 
dull kid shoes now are occupying fore- 
most place among Des Moines pur- 
chasers, according to T. Frank Jaques, 
proprietor of the Field Shoe Co. Brown 
was leading before the holidays with 
a generous amount of suede being used. 
Some high colors in kid pumps have 
also proved popular. 

Galoshes were sold heavily during 
late December, and in middle January 
with the arrival of cold weather in this 
section. Rubber galoshes far outdis- 
tanced fabrics in the local selling. 

“The reason for the shoe business has 
been just a normal one, not excep- 
tional,” Mr. Jaques declared. 
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Committee to Study . 
Conditions in Industry 


LYNN, Mass.—At a mass meeting of 
citizens, called by ex-Mayor Bauer, a 
committee was appointed to make a 
study of the shoe industry and to re- 
port findings of facts. P. F. Crowley, 
an accountant, and president of the 
trustees of the Lynn School of Shoe- 
making, is chairman of this committee. 
Merchants, bankers and shoemen make 
up the committee. 

Mr. Bauer, who conducted the meet- 
ing, declared that the women’s shoe in- 
dustry is going through another revolu- 
tion. The bulk of the demand, he said, 
is for popular novelties. Old standards 
of the trade have been broken down, 
‘and new standards are being set up. 
He says that the new conditions must 
be studied and the facts determined. 


Sees Prosperous Outlook 
for Shoes 


Batavia, N. Y.—According to Henry 
H. Minor, president of P. W. Minor & 
Son, Inc., the outlook for the shoe busi- 
ness this year is even better than it 
was one year ago. “We had a splendid 
business right up to November,” said 
Mr. Minor. “It started up fine right 
after Jan. 1 and is looking better every 
day. That stocks are low is indicated 
by the fact that buying up to the last 
of December was in small lots—fill-in 
orders from stock. If we have an early 
spring with a run of fair weather we 
will exceed all previous seasons. I 
feel positive that 1930 will be even 
better than 1929, which was one of the 
best years we have ever had.” 

Mr. Minor and family have gone to 
Florida for a few weeks’ recreation. 
Several of the factory executives at- 
tended the style show in Boston this 
week. 


1929 Gala Shoe Year for 
Rhode Island 


PROVIDENCE, R. I., Jan. 4 (UTPS)— 
According to reports by most of the 
leading shoe retailers in this city, the 
shoe trade was the best in the past five 
years, and the Christmas hosiery and 
slipper business was by far the best 
ever realized. 

Practically all anes look forward 
to 1930 as a good business year, be- 
lieving the stock market will have little 
effect upon consumer buying. 

Most of the local stores are holding 
January clearance sales, clearing out 
their stock for the season ahead. 





Charles Tompkins to Open 
Store in Providence 


PROVIDENCE, R. I., Jan. 4 (UTPS)— 
Charles E. Tompkins, for 22 years in 
the shoe business and well-known for 
his Arch-Aid stores in Rochester and 
Buffalo, both of New York, will start 
another store in this city upon acquir- 
ing the Whitmore’s Shoe Shop. Here 
Mr. Tompkins will feature Arch-Aid 
shoes entirely with special emphasis 
upon correctly fitting footwear for 
each individual. 

Mr. Tompkins has already taken ac- 
tive control and is holding a “reorgani- 
zation sale” to adjust the store stock to 
his future plans. 
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New Trends as Seen in Paris 


[CONTINUED FROM PAGE 35] 


is in scintilla, gold threads woven with 
white silk, gold kid trimmed. 

For day wear there will be many 
all silk hand woven tissues, silk and 
wool, and all wool. The wool in vari- 
ous designs, broken stripes, checks and 
modernistic were launched a couple of 
months ago for the southern resorts. 
Rachel Meller, who is shod by Marouf, 
likes this shoe material so well that 
she has ordered sufficient to make a 
beret, trim collar and cuffs of a sports 
suit, and make a smart envelope bag. 
Bright green and white woven to look 
like serge is to be used with green kid 
for summer beach and country wear, 
and to be worn with green and white, 
or all white ensembles. The difference 
in the day and evening materials 1s 
that for evening, silk is woven with 
metal thread while for day it is all 
silk, or silk and wool. 

Many of the smart bottiers are still 
on the hunt for old oriental brocades, 
and bits of faded embroidery to com- 
bine with bright crépe de Chine, satin 
or kid satiné. Velvet combined with 
modern brocade is still smart, as are 
the all-velvet, silver or gold trimmed 
pumps and sandals. 

Phillips, the smart bottier of the 
rue Francois Ist, no longer exists, as 
M. Philipps, who was merely backing 
a Russian bottier, got tired of life (he 
was twenty-eight years old) and com- 
mitted suicide. So M. Isacco, who was 
the practical man who understands 
feet as well if not better than any 
Parisian bottier, has now opened a 
shop under his own name. The shop 
is small, and the models very simple, but 
absolutely good style. M. Isacco does 
not like the hand woven tissues, as he 
finds they are apt to make the feet look 
thick. That was true when they first 
began to be made for shoes, but now 
they are as soft and supple as satin. 
Isacco prefers crépe de Chine, thin 
chiffon velvet, or satin for evening. 
He has several models of pumps in 


plain crépe de Chine bordered with a | 


bright color, bright heels, and a butter- 
fly of brilliant hue painted on the out- 
side quarters. Then there are black 
crépe de Chine pumps with white rings 
and dots painted on the vamps, quarters 
at heel seams, and heels. A very stun- 
ning demi-sports model is of dark 


brown antelope and brown lizard with | 
saddle strap at ankle, a second strap | 


over the instep; the entire shoe is of 
antelope with lizard forming the lower 
strap and bordering the shank and 
quarter throat, lizard heel; the lizard 
passes through the saddle strap which 
fastens with a covered buckle. Brown 
antelope and tan calf make another 
model for walking, antelope vamp, 
lower quarter, heels. the balance of the 
shoe is of calf with perforated band 
trimming (see illustration). 
are either covered cuban or leather. 

Something new, for Paris, in the 
reptile line is Egyptian ell, which re- 
sembles a fine snake. On a model of 
brown antelope there are three shaped 
bands on the outside vamp-throat, one 
of antelope, two of ell, ell heels. For 
the spring this reptile will be used for 
pumps trimmed with a contrasting kid. 
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A sports model from Marouf has 
lizard let in the vamp from toe to 
above vamp-throat, tongue of lizard, 
(the model is a full oxford with five eye- 
lets) balance of vamp, throat, shank 
and upper quarters of antelope, “lower 
quarters to shank and heels of lizard. 
This model is good but makes the foot 
longer, as I noticed when I saw them on 
Jane Aubert, the French actress. 

An original model in black scintilla 
is a one-strap finished with a gold 
buckle and trimmed with bands of 
gold kid, points on the vamp continue 
in a long band which crosses the open 
shank and ends in points on the 
quarter; the same design is repeated 
on the heels. The same idea is done 
in black antelope and patent. 

There is a tendency to push the 
slightly squared toes, which were first 
shown by Hellstern two years ago, and 
last year by Cécil. It seems that the 
squared toe goes well with the abso- 
lutely long skirts now being worn in 
the evenings. Colored heels are also 
important, and untrimmed quarters, as 
only the heels and vamps of evening 
shoes now show. The next spring 
models in shoes will undoubtedly show 
trimmed vamps again, as I have inside 
information from several dressmakers 
that all their new evening frocks are 
to be absolutely long (no trains) and 
the afternoon models will be half way 
between ankles and knees, with sports 
clothes still shorter. Printed chiffons 
and crépe de Chines are still to be 
worn, and some of the dinner frocks 
will have little puff sleeves. 

There is nothing new in the stocking 
mode. 


Atlanta Trade Doings 


ATLANTA, Ga., (UTPS) — Harold 
Steel, secretary for the Southeastern 
Shoe Retailers Association, attended 


| the convention of the National Shoe 


Retailers Association in St. Louis. 

Lawrence Lowe, well-known Atlanta 
shoe manager, has taken over the ladies’ 
shoe department for the George Muse 
at Peachtree and 
Walton Streets. Mr. Lowe was for- 
merly manager for the ladies’ shoe de- 
partment for the Chamberlain-John- 
son-DuBose Company, of Atlanta. 

Ed Leake, manager of Nisley’s, in 
Atlanta. is planning to set up a matri- 


monial bureau in connection with his | 
| popular shoe shop. 


month four of his sales staff—George 
Darby. H. C. Barineau, H. G. 


mitted matrimony, and Mr. Leake says 


| that the porter has just informed that 


he’ll get married, too, if he’ll raise his 
salary a dollar! 

Friends of R. M. Jones, with the 
W. L. Douglas Shoe Store, will regret 
to learn that he is still confined to a 
local hospital following an emergency 
operation for appendicitis. Mr. Jones 
was operated upon just before Christ- 
mas, and has been in a serious condi- 
tion for several weeks, although he now 
hopes to be back at work by the mid- 


dle of the month. 
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During the past | 


Jones, | 
and Miss Vivian Gilliland—have com- 
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WHERE TO BUY 
Spats 


OP eer 


SPARTON 


@ub the spot or stain with e damp cloth 
ind presto!—a fresh spat. 
Twice as easy to sell as ordinary spets. 


CHAS. F. CLARK, Inc. 
1403-1409 W. Congress St., CHICAGO 





Manolis Spats 
Can’t Be Beat 


dest spat m 


stores. 
$30.00 dos. pai 


Manolis Mfg. Co. 
4248 Ne. Crawterd Ave., 
Chieago, til. 








Church’s 
Imported Cloth Spats 


Also white linen spats for formal 
and theatrical affairs. 


LYONS & COMPANY 
122 Duane Street New York, N. Y. 








DUNHILL SPATS 


IN STOCK NOW 


Fe All Selling Colors 
16.58 to $36.00 per dosen 
Bompics on Request 
STAR FOOTWEAR MFG. 


Howard and Norris Sts. 
Philadetohie 














WE CARRY A 
COMPLETE 
STOCK 
that insures im- 
mediate delivery. 
Fine spats to re- 
tail from $1.50 

to $5.00. 
Send for price 
list. 


S. Rauh & Co. 
650 Sixth Ave. 
New York City 








Do You Know? 


That you can buy or sell it through 
the “Where to Buy” column. This 
feature in its quick service is a time 
saver in meeting immediate needs. 
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WHERE TO BUY 
Spats 
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BOND STREET 
hpats 


Styled in Bngland— 
Equal in every way 
to the finest im- 


ally advertised. 
Write for price list and samples. 

THE WILLIAMS MFG. CO. 

PORTSMOUTH OHIO 
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WHERE TO BUY 
Children’s Shoes 
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IDEAL BABY SHOE CO. 


Factory, Danvers, Mase. 
Send for Catalog 








Baby Shoes! 


Soft Soles and 
Moccasins 
$4.80 to $9.00 dos. 
All colors—all styles! 
Bend for Samples!! 





SHOE CO. 
Ne. 1014-1016 Harrison 
Ave., Boesten 








Approved by Medical Men 


fully ventilated - 
the Burkley Ven-, 
Foot Developer 











WHERE TO BUY 


Store Fixtures 


AI AVE Y 1 COPY THE 

NEW GOODWIN CATALOG 
HOE STORE FIXTURES 

{i STORE INSTALLATIONS 


I GO VIN & CO 





Billy Rogers—Shoe Merchant 


[CONTINUED FROM PAGE 49] 


the store is worth more than you’ve 
been getting—I paid Perelli a bonus 
and then the store was cheap. Have 
a heart, man; just think of all the 
money I’ve put in to fitting up this 
place. I’ve added to the value of this 
location and I’m willing to pay it, but 
you ought to let me have the first 
chance to talk business with you on it.” 

Again a long silence; after a time 
Billy hung up the receiver, gave a 
long sigh and said to Bloom, “He was 
just going to sign when I telephoned. 
He has promised to come up and see 
me this afternoon. It’s awfully decent 
of you, Bloom, to have tipped me off.” 

Several times during the morning 
Billy had to be reminded that cus- 
tomers were awaiting his attention. He 
seemed in a daze and all the time he 
was selling, his mind was going over 
and over this new worry which had 
come so unexpectedly upon him. 

After lunch, Paul Piller, the owner 
of the property came in as promised. 
He smiled with his lips but his eyes 
at all times were cold and calculating. 
“Morning, Rogers, you know I didn’t 
think you wanted to stay on here, good 
job you called me, wasn’t it? Just on 
the point of givin’ it to them people 
up the street. Well, what have you 
got to say.” 

“T’ll give you a ten years’ lease, Mr. 
Piller, just the same as the other people 
offer,” said Billy. 

Piller looked coldly at Billy, screwed 
his mouth in a hard line and said, “Oh, 
come now, Rogers, you must realize 
how much it would mean to this prop- 
erty to have one of them big chain 
store people in it. They would keep 
it up proper and at the end of ten 
years they would pay me more. I 
want to help you, young feller, you 
know, but you don’t want me to give 
you charity, do you?” 

Billy’s temper began to rise. As he 
said to June afterwards, “I could have 
read off that bird’s pedigree and told 
him where he fitted but I thought it 
best to hide me true love for him until 
I got this damned—I should say darned 
—lease matter settled.” 

The outcome of his talk with Piller 
was that he promised to hold off for 
twenty-four hours to see what kind of 
an offer Billy would make him. The 
pompous little man strutted out of the 
store and walked down the street with 
a lordly swing. 

Billy left the store and swung with 
nervous haste into the Fretton Na- 
tional Bank and asked to see Jethro 
Blunt, the President. In due time 
Blunt was at liberty and Billy poured 
out his tale. When he had finished, 
he said, “What do you think I ought 
to do, Mr. Blunt?” 

Blunt cleared his throat and scowling 
at his desk pad said, “I don’t think 
that location is worth twenty-four hun- 
dred and what you have got to ask 
yourself, Rogers, is; is it worth while 
staying in a location where you are 
only working for the landlord or is 
it better to make a move now to some- 
where you can stay put? Why don’t 
you drop in and see Parker? You 
know, Rogers, your old boss is about 
your best friend in this town.” 





The idea struck Billy as a good one 
and he acted upon it forthwith. Parker 
was in the store. Of course, he always 
was, and the upshot of his talk with 
Parker was about the same as with 
Blunt. Parker felt that the rent would 
be too high; that Piller was an un- 
conscionable usurer; that Billy ought 
to have thought of this thing before; 
that he certainly couldn’t afford to 
work for the landlord and—he was 
afraid Billy would have to decide it 
for himself. 

Billy decided to try to forget the 
matter until the evening and talk it 
over with June. There was a good 
brisk business that evening that kept 
Bilty occupied until closing time. June 
had come in early that evening and 
had finished posting the books by the 
time “Lilac,” Riley, and the high school 
boy, Mallory Hupp, had straightened 
up the stock and were ready to leave. 
They had hardly left the store before 
Billy was telling sympathetic little June 
of this fresh worry that had so sud- 
denly come upon him. 

“Come and sit here, big boy,” June 
patted the seat next to her. “We don’t 
have to do everything a couple of old 
timers advise, do we?” 

Bill caught June by the shoulder and 
swung her around facing him, “Well 
what do you know about that? You, 
who always swear by Parker now tel! 
me to make the old boy walk the plank. 
Gee, magnificent, you sure are a walk- 
ing collection of feminine inconsis- 
tencies.” 

June giggled, “I bet you read that 
in a book. But let’s get down to figures 
on this thing. According to our budget, 
if you do a thirty thousand dollar vol- 
ume you make three per cent net or 
nine hundred dollars. Now in our fig- 
uring rent was to be only six per cent 
of sales.” That competent young lady 
always amazed Billy by her keen sense 
for figures. “If I remember correctly, 
Billy, we did only twenty-six thousand 
the first year. You fell short of your 
quota by four thousand dollars. 
Twenty-four hundred dollars’ rent 
would jump the per cent of your rent 
from six per cent to nine per cent on 
a twenty-six thousand dollar volume.” 

“That’s all right,” Billy broke in, 
“But I am going to do thirty-five thou- 
sand this next year.” 

June gave a funny little sidelong 
glance at Billy as she replied, “Maybe 
you will and then again, handsome, 
maybe you won’t. I think we ought 
to figure on facts. If you do the same 
next year as you did this year the 
increased rent will just wipe out the 
profits. I think you had Setter pay 
the extra rent and try to make it up 
by keeping the expenses down and the 
sales doing the Excelsior act; that is 
‘onward and ever upward.’” She struck 
a dramatic pose as she spoke. 

A few minutes later the door was 
shut and the young people walked 
briskly down the street chatting ani- 
matedly. While they were eating their 
ice cream June took a piece of paper 
from her bag on which were a wieder 
of figures. “This is the last thing I 
am going to say about business,” she 
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began, “There is another reason why 
you can’t afford to move unless you 
can possibly help it and that is you’ve 
last too much money last year.” 

“All right, crepe hanger, but what 
I lost last year was really the mistakes 
in learning. If you take away the 
losses caused by those damn fool stunts 
of mine, I would have come out pretty 
good, wouldn’t I?” 

“Sure you would, big boy, and if 
we had some ham we would have ham 
and eggs if we had some eggs. You'll 
make a lot more mistakes this year. 
You’ve really lost fifty-five hundred 
this past year, you know. And after 
one year’s hard work Billy Rogers, the 
leading shoe merchant in Fretton, has 
increased his aunt’s legacy of seventeen 
thousand dollars down to eleven thou- 
sand five hundred.” 

“T don’t see how you get that way,” 
Billy grumbled. 

“No?” June looked at him calmly. 
“In round figures here’s the items, loss 
on bad debts $1,000; loss on sale of 
job shoes which you cleaned out $1,800; 
broken window uninsured $200; bonus 
to Perelli, $500; cost of fitting up store 
—absolutely valueless if you move, 
$2,000; you can add’em up for your- 
self. Come on, let’s go home.” 

The young people got up- Billy paid 
the check and they walked out into 
the night. 

The next morning things happened 
quickly. Piller was at the store at 
9.30 to see what Billy had to say. That 
young man repeated his offer of the 
day before. To his dismay Piller shook 
his head and said, “Really, Mr. Rogers, 
I want to do all I can for you, but it’s 
worth more to me to have one of them 
big chain store people here than you, 
and I should have thought you would 
have offered me,” he looked appraising- 
ly at Billy, and then after a pause, “an 
extra two hundred and fifty a year.” 

Then Billy lost his temper. “Listen 
here, Piller, you heard what I offered 
you. ‘That’s the best I’ll do and if 
you don’t like it you can go to hell.” 
He quite expected to see Piller walking 
indignantly out of the store but the 
old rascal merely smiled. 

They argued for some time and Billy 
finally agreed to pay twenty-five hun- 
dred dollars for the first five years. 
He hated to do it. He felt he was being 
robbed, yet realized his position and 
did not dare take any chance of losing 
his location if it were possible to keep 
it. Piller left the store saying that 
he would be back in two hours with 
the lease. 

Two hours later they met again in 
Mr. Wise’s shabby old law office. Wise 
had nearly finished reading the lease 
when the telephone bell rang. Picking 
up the receiver the old lawyer said, 
“for you, Rogers.” 

He was amazed to hear Bloom’s voice 
say, “Don’t mention my name, just say 
yes or no. Is Piller there? 

“Yes,” Billy said. 

“Have you signed the lease yet?” 

“No.” was Billy’s reply. 

“Then for the love o’ Mike don’t do 
it. Find some excuse for getting away. 
I'll be over at the store waiting for 
you.” 

Billy hung up the receiver, his agile 
brain thinking quickly for a way out 
of the present situation. Then looking 
at Piller he said, “I’m awfully sorry, 
but I will have to go over to the store 
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William K. Bartlett 


Dies in Baltimore 


Was Treasurer of the Dixon- 
Bartlett Company 


BALTIMORE, Mp.—William K. Bart- 
lett, treasurer of the Dixon-Bartlett 
Company, 110 West Redwood Street, 
Baltimore, Md., shoe manufacturers, 
died recently at his home, 1922 Mount 
Royal Avenue, following an attack of 
pneumonia. 

The Dixon-Bartlett Company is one 
of the oldest and most prominent manu- 
facturers of high grade women’s foot- 
wear in the Baltimore market; and Mr. 
Bartlett, who had been identified with 
the concern for half a century, was one 
of the oldest shoe manufacturers in the 
city. Born in Talbot County on the 
eastern shore of Maryland seventy-two 
years ago, Mr. Bartlett came to Balti- 
more at an early age and entered the 
employ of the shoe company, of which 
he was destined to become treasurer, 
when that concern was known as Dixon 
& Bro. 

In addition to his connection with the 
shoe manufacturing concern he found 
time to act as a director of the Western 
National Bank of Baltimore; as di- 
rector of the Equitable Society, and as 
a member of the board of trustees of 


the Sheppard and Enoch Pratt Hospi- 
tal. 


F. L. Williams Back 
from Europe 


PoRTSMOUTH, OHIO—F. L. Williams, 
secretary of The Williams Mfg. Com- 
pany, Portsmouth, Ohio, manufacturers 
of Bond Street spats, returned during 
the Christmas holidays from an ex- 
tended business trip to England and 
the Continent in the interests of his 
company. 

While in England Mr. Williams con- 
sulted with his English style counselors 
to determine new styles for the Bond 
Street line in 1930. His time was very 
profitably spent on the Continent gath- 
ering ideas about style and other mat- 
ters pertaining to his business. 


Binghamton Wholesale House 
to Liquidate 


BINGHAMTON, N. Y.—The Bingham- 
ton Shoe & Rubber Co., a wholesale 
concern in business here for the last 
50 years, will be liquidated, according 
to announcement by John J. Burns, 
president. Burns says that the wide- 
spread entry of the chain store into 
the shoe merchandising field has made 
it difficult for the independent dealer 
to operate successfully, and this has 
affected the wholesaler to a marked 
extent. The company is offering its 
property at 162-164 Water Street for 
sale and also is preparing to dispose 
of all its stocks and fixtures. 








right away.” In spite of protests Billy 
put on his hat and literally ran out of 
the office, leaving the two men gazing 
after him in amazement. 
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WHERE TO BUY 
Children’s Slippers 
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v4 rite for = lar de- 
toe oy line of 
“Rest ite "Slippers. 
Athletic Shoe Co. 
914N. Marshfield 
Chicago, __ 








Shoe Chains Report Increased 
Sales for 1929 


New York.—Shoe chains reporting 
for 1929 show good gains over 1928, 
running from 5 per cent to over 53 
per cent gain in volume, and reflecting 
a satisfactory year. 

The Melville Shoe Corp., including 
the John Ward, Thom McAn and Rival 
chains, reports December sales of $2,- 
423,340 compared with $2,621,127 for 
December 1928, a decrease of 7% per 
cent. Sales for the entire year, how- 
ever, totalled $25,514,253 as against 
$22,438,205 for the preceding year, an 
increase of 13.7 per cent. 

Sales of the G. R. Kinney Co. for 
December and the twelve months of 
1929 were the largest in the history of 
the company. December volume 
amounted to $2.741,379, a gain of 5.3 
per cent over the $2,603,388 sales of 
the 1928 month. For the full year, 
total volume reached $20,720,790 as 
contrasted with $19,238,341, an increase 
of 7.7 per cent. Stores in operation 
now total 362 and include 44 new stores 
opened during the year. 

George E. Keith Co. for the fiscal 
year ending October 31st, report total 
sales of $18,800,000 against $17,900,000 
for the nage 12 months—a gain of 
over 5 per ce 

The Borland "Shoe Stores had an ex- 
ceptionally large increase due to the 
opening of a number of new stores. 
This company’s total sales for 1929 
were $3,964,637 against $1,377,041 in 
1928—a gain of over 53 per cent. 


William D. Mandell, Former 
Shoe Man, Dies 


NORTHAMPTON, Mass.—William D. 
Mandell, former retail shoe merchant 
with stores in Utica, N. Y., Westfield, 
Springfield and Northampton, Mass., 
also Bridgeport, Conn., died last week 
in Lexington. He was a prominent 
citizen of Northampton and at the time 
of his death was a member of the sewer 
board. For many years he had been 
active in various charitable and philan- 
thropic organizations. 

Mr. Mandell was one of the founders 
of the Associated Shoe Company twen- 
ty-five years ago and will be remem- 
bered by many of the older shoe men. 
He served as president of the North- 
ampton Board of Trade, was an active 
member of the Unitarian Church and 
belonged to several Masonic bodies. 
His wife died about three years ago. 
He leaves a daughter, Mrs. Wallace 
Plummer of Winchester and two sis- 
ters in Springfield. The funeral was 
held last Saturday at the Northampton 
Unitarian Church and burial was at 
Hardwick. 








THIS MAY BE 
YOUR OPPORTUNITY 
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SALESMAN WANTED FOR 
Arizona and New Mexico 


By Middle Western Manufacturer 
making a line of low priced Wo- 
men's, Misses’, Children’s, Boys’ and 
a few Men's McKay Shoes that will 
sell and repeat. No objection to 
salesman carrying other non-con- 
flicting lines. Straight commission. 


Address B575, Care BOOT and SHOE 
RECORDER, 239 West 39th Street, 
New York City. 








WANTED 
SIDE-LINE SALESMAN 


Can you sell a Brockton-made line 
of Men's Shoes, retailing at from 
$6.00 to $10.00? All numbers car- 
ried in stock. A strictly commission 
proposition but one which will add 
materially to your earnings. Give 
full details as to experience, lines 
carried, territory covered, etc., in 
your first letter. Address BS589, 
care BOOT and SHOE RECORDER, 
239 West 39th Street, New York City. 











ANTED—Salesmen in several western and 

southern states to carry a fast selling 
line of stitchdowns as side line. Commission 
basis. Inquirers must have established trade. 
State territory and references in first letter. 
Address B-572, care Boot and Shoe Recorder, 
239 W. 39th St., New York, N. Y. 





ANTED—Salesmen for strong line women’s 

novelties retailing at popular prices. Must 
be reliable, thoroughly experienced, willing to 
be governed by our policy of distribution. 
Strictly commission. No drawings. Samples 
are ready. Address B-571, care Boot and Shoe 
Recorder, 239 W. 39th St., New York, ee 





SALESMEN—Leading Brooklyn manufacturer 
of women’s hand turned shoes, desires a 
representative , ¥. mene their line in Chicago 
and vicinity. a one having an office in 
Chicago need apply. State experience and 
reference. Address B-570, care Boot and Shoe 
Recorder, 239 W. 39th St. New York, N. Y. 





ALESMEN for North Central States—in- 

stock line of McKay novelties that retail at 
$4.00 and $5.00. Commission paid weekly— 
references required. Address B 564, care of 
Boot and Shoe Recorder, 189 W. Madison St., 
Chicago, III. 





SALESMAN wanted for Connecticut and 

Massachusetts, exception of Boston, carry 
our line Welts, Stitchdowns, McKays, a 
gings. All styles in stock. Commission paid 
weekly. ae reside on territory and — 
by auto. > * Socom Shoe & "Lessing Co., 
ag 


erstown, 


SALESMAN wanted for Central Pennsyl- 
vania, carry our line Welts, Stitchdowns, 
McKays, Leggings. All styles in stock. ‘om- 
mission paid weekly. Must reside on territory 
and travel by auto. Hagerstown Shoe & Leg- 
ging Co., Hagerstown, 





S HOE salesmen wanted to carry a line of 
spats and shoe ornaments as a sideline, 
those who have time to allow them to carry a 
side line, answer only with references. Man- 
olis Manufacturing Company, 4248 No. Craw- 
ford Ave., Chicago, Illinois. 





YNN manufacturer of women’s medium 

priced archfitting welts has Pennsylvania 
and Michigan open for two capable salesmen 
with established trade. Line is up to the min- 
ute in style and is stocked from A to EEE. 
Exceptional opportunity for the right men. 
Give references and all details in first letter. 
Address B-579, care Boot and Shoe Recorder, 
239 W. 39th St., New York, N. Y. 





= LINE SALESMEN WANTED. Fine 
eo tered for side line salesmen with 
shed trade to carry short specialty line 
of men’s service shoes known to the trade as 
Dr. Sommer’s New Dawn Health Shoes. Line 
consists of six samples, have patented exclu- 
sive health and comfort features and carried 
in stock in A to E_ widths. Big repeaters. 
Commission basis. Address giving present 
connections and territory now covering. N 


NEW 
DAWN SHOE COMPANY, WAUSAU, WIS- 
CONSIN. 





E HAVE several territories open for side- 
line salesman. Our Leather Slippers with 
padded leather soles, covered heels, are our 
specialty. M. Thomas & Sons, Garfield, N. J. 





ertisements 


POSITIONS WANTED 

4c per word. Minimum Charge 75c. 
LINES WANTED 

4c per word. Minimum Charge 75c. 
ALL OTHERS 
7e per word. Minimum Charge $1.25 
ALL DISPLAY yyy 

Five dollars r Allow 

words to an tach = 





Classified and Opportunities Department 
RATES AND OTHER INFORMATION 


Copy must be received at the Boot and Shoe Recorder, aay mg 39th 
St.. New York, N. Y.. om Monday of the week of publicatio in order 

adv be published same week. 
on be put over to the following week’s issue. 





Oth wele insertion 


When advertisers desire answers to 
come in our care twelve words must 


tisement and paid for accordingly. 

Payment in advance is ex- 
cept when regular advertisers, as 
amounts are toc to open accounts. 
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IDE AWAKE SALESMEN to carry a 

side line of women’s and children’s JOB 
LOTS. Big money for live wire. Our propo- 
sition is 5% Commission. Give experience, 
present connection and all facts confidentially 
in first letter. Address B-587, care Boot ani 
Shoe Recorder, 239 W. 39th St., New York, 
ms Be 





A BROCKTON manufacturer of Men’s a 
retailing at $6.00, $8.00, and $10.00 is 
interested in corresponding with lll ale 
of non-competing lines who might be interested 
in combining sales effort in some of the more 
sparsely settled areas, with view of decreasing 
selling expense. Address B-590, care Boot and 
Shoe Recorder, 239 W. 39th St., New York, 
me Es 





SALESMEN with established territory wanted 
to cover states Texas, Arkansas, Missouri, 
California, I ouisiana, Mississippi for a_ real 
hot line of women’s novelties to sell at $2.35 
and $2.85 less two per cent with liberal com- 
mission. In reply to same kindly give refer- 
ence and territory desired. Address B-591, 
care Boot and Shoe Recorder, 239 W. 39th 
St., New York, N. Y. 





POSITION WANTED 








Position Wanted 


Traveling shoe salesman with 
twelve years of successful per- 
formance desires connection with 
some good reliable firm. 

Address B574, care Boot and Re- 
corder, 239 West 39th Street, 
New York, N. Y. 

















HOE MAN, 15 years’ experience chain and 

independent stores desires position as sales- 
man on road or managér shoe department or 
what have you. Address B-580, care Boot and 
Shoe Recorder, 239 W. 39th St., New York, 
i Ss 





SSISTANT BUYER and Manager, women’s 

and children’s high grade shoe departments, 
desires to make a change. Thirty-three years 
old, married, with present firm eleven years, 
can get best results from salesforce and_ in- 
crease your business 10% each year. Address 
B-582, care Boot and Shoe Recorder, 239 W. 
39th St., New York, N ° 





THOROUGH, Experienced Shoeman. 

Capable buyer and manager. One who 
knows how to merchandise. Efficient and 
knows how to build. Not afraid of hard work 
Will be open to change Feb. Ist. Have clean 
record and good reputation. Anyone needing 
the services of ous a man Address B-585, 
care Boot and Shoe Recorder, 239 W. 39th St., 
New York, 





ESIDENT BUYER—Young man, 31, fif- 

teen years’ experience and thorough knowl- 
edge of shoe game, would like connection with 
large progressive organization needing purchas- 
ing headquarters in Boston Market. Services 
available immediately. Highly recommended. 
Address B-586, care Boot and Shoe Recorder, 
239 W. 39th St., New York, N. Y 
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HELP WANTED 


FOR RENT 


FOR RENT 








ASSISTANT TO BUYER 
WANTED 


National women’s shoe store chain 
organization requires services of 
thoroughly experienced Detail Man, 
qualified to maintain stock control 
and buying control records, and to 
assist the buyer with proper statis- 
tical information; no style picker 
needed—only control Detail Man de- 
sired. Good opportunity and future 
for capable party. State fully, Ex- 
perience, Age, Salary wanted and 
send small photograph. Address 
B583, care Boot and Shoe Recorder, 
239 West 39th Street, New York City. 














LINE WANTED 


Vf ANUFACTURERS lines medium and low 
priced shoes and slippers. Sell Porto Rico 
merchants, Thirty days accounts. Harry 
Aaron, 341 Broadway, N. Y. City. Walker 
1708. 








WAT MANUFACTURER’S line of men’s 
and boys’ welts—for Missouri. Have 
zood following. Young man, eight years on 
territory. Own car. References given. d- 
iress B-584, care Boot and ve Recorder, 
239 W. 39th St., New York, N. Y. 








New York Office and Salesroom 
Available 


Due to the merger of the Shoe Retailer with the Boot and Shoe 
Recorder, there is available at the Marbridge Building, head- 
quarters of the New York shoe industry, a desirable suite of 
offices or display rooms especially suited for a concern selling 
the shoe trade. Complete information can be had by writing 
the Boot and Shoe Recorder, 239 W. 39th St., New York, N. Y. 











WANTED TO PURCHASE 


BUSINESS OPPORTUNITY 








If you contemplate selling your 

entire or surplus stock com- 

municate with us. Prompt at- 

tention given. 

KIRSCH-BLACHER CO., INC. 

624 Broadway New York 
Phene Spring 1448 














FOR RENT 





F OR RENT—Very desirable location for 
Rom my priced men’s sboe store in Boston, 
oining largest elevated termi Call 
= 3941 or address William A. Herman- 
son, 185 Devonshire St., Boston. 





FOR SALE 


OR SALE:—High Grade Shoe Store—With 

or Without Stock—100% Location—Wonder- 
ful Opportunity for Chain Organization—Long 
Lease—Cheap Rental. Address B-576, care 
Boot and a Recorder, 239 W. 39th St., 
New York, N. Y. 








URN SOLE FACTORY—You can buy this 

fully equipped, at twenty cents on the dollar. 
Centrally located in New York City. Daily 
capacity 250 pairs. Address B-577, care Boot 
and Shoe Recorder, 239 W. 39th St., New 
York, N. Y. 





AMILY SHOE STORE, located in Eastern 

Massachusetts town of 15,000 population. 
Stock clean as a whistle. Rent reasonable and 
location best in town. Wonderful opportunity. 
Owner is retiring from business. Address 
B-578, care Boot ane Shoe Recorder, 239 W. 
39th St., New York, N. Y. 





OR SALE—Shoe Store fixtures for running 

business formerly Matrix Agency. Now 
operating. Lease can be secyred. Inquire 
E Reed Company, Marlbridge Building, 
Room 916, New York City. 





HOE store for sale, established 18 years, 

thickly populated’ neighborhood, modern 
front and fixtures. Rose Twig Shoes, 283 St. 
Anns Ave., Bronx. 





BUSINESS OPPORTUNITY 


ANTED WIDEAWAKE, experienced shoe- 

man with some capital to invest in good, 
long established, well equipped family shoe 
store catering to the better class of trade, lo- 
cated in Northern New Jersey. Address B-581, 
care Boot and Shoe Recorder, 239 W. 39th St., 
New York, N. Y. 








Y MANUFACTURER. Partner experienced 

in distribution of children’s Welts. These 
shoes have strong Sales Appeal. Address B-588, 
care Boot and Shoe Recorder, 239 W. 39th St., 
New York, N. Y. 
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Quick Cash Buyers 
Phone or awrite. — 
POSTER @ DEUTSCH 

436 Grand St. 
Dry Dee 


New Yerk City 
k 08523 











TO BE SURE YOU RECEIVE 


HIGHEST PRICES 
for your retail odds and ends, entire 
or surplus stocks, ask us for our bid. 
(Estab. 40 years.) Cash transactions. 


Export Surplus Purchase Co., Inc. 


596 Broadway, New York, N. Y. 
Telephones Uanal 6874 and Canal 6655 











MERCHANTS’ NEEDS 











Window Decoration 
and-maker of 
Artistie.Price Tickets 
Latest in Imported aud Domestic Roll 
Paper, ett., in Season. 

Samples mailed free on request. 
EMIL RUBLACK 
140-142 West Broadway 
Betablished 1908 New York 








CSTABLISHEO 


LABELS 


and 
SHOE CARTONS 


EXCLUSIVE BUT NOT EXPENSIVE 
SAMPLES UPON REQUEST 


FRANK C. MEYER CoO. 

6 LC wet ee ee Se 
23-27) LEXINGTON AVE , BRODKLYN. NY 
AMERICA’S CREATEST 
SHOE CARTON & LABEL MFCS 


YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any- 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. Nocapi- 
tal required or goods to buy; no agency or 
soliciting. Address Stephenson Labora- 
tory, 21 Back Bay, Boston, Mass. 





MERCHANTS’ NEEDS 








BEADED BUCKLES 
With Practical, | Patented Sop 


No. 1581—75c Per Pair 


Sample Assortment for Your Approval 
Cheerfully Submitted 


The National Buckle Co. 


Specialists in Shoe Ornamentation for 
the Retail Store 


640 BROADWAY, NEW YORK 











PRICE TICKETS 


EOE WINDOW DIisbpinw 
>. Write « Samples 


Our Price Tickets are Hand Designed by Expert Card 
Writers. The Prices are Perfect Reproductions of Hand 
Lettering. Only the Best Mat Boards are used. Beauti- 
ful Designs! Rich Colors! Real Merchandise - Selling 
Price Tickets! - - - - 

25 YEARS OF “KNOWING HOW” ARE BEHIND THEM 
YOUR STORE NAME ON EVERY TICKET! 

LOWEST PRICES WRITE FOR 

PROMPT SERVICE . SAMPLES 

Origumal Designs for Cham Mares a 


IPE TEVEY CO. 


“IT LIBERTY ANE PEE ESt hae en 














Special weekly rates 


and theatres. Ideal transit facilities. 


$95 to $150 per month . . 


Illustrated booklet free on request 





d and the Outstanding Success of the City 


The Belvedere Hotel 


48th Street, West of Broadway, New York City 
TIMES SQUARE’S FINEST HOTEL 
Large single rooms 11.6x20 with bath.#$4.00 per day 
For two.85.00...twin beds.$6.00 


Large double room, twin beds, bath..$6.00 per day 


Within convenient walking distance to important business centers 
450 rooms, 450 baths 
- «+ Every room an outside room—with two large windows 

- Furnished or unfurnished suites with serving pantries. 
- Moderately priced restaurant 
featuring a peerless cuisine. 


CURTIS A. HALE, Mgr. Dir. 


Telephone 
Lackawanna 1400 

















The highest-priced room at New 
York's new Hotel Lincoln is $7 for a 
large room with twin beds, tub bath 
and shower. A room, with shower, 
for one $3. 1400 rooms and baths, 
$3 to $5 for one, $4 to $7 for two. 


NEW YORK’S NEW HOTEL 


LINCOLN 


Eighth Avenue, 44th, 45th Streets, Times Square 





MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 





MERCHANTS’ NEEDS 











$39.50 
For Complete Set 


Consisting of 1. table 
18”, 2 tables 12” 
and 13 shoe stands 1 
18 and 234, assorted. 


Solid American Walnut. 


THE HECHT FIXTURE CO. 
NEW YORK 233 South Wells St. 


SHOW ROOM 
142 WEST 38th ST. CHICAGO 


























Eve ber eI for Your Windows 
stic Displays and 
Backgrounds 

Artificial Flowers, Vases, Window Fixtures, 

— Sane, Seenes, Velour ceoers, Paper 

Borders, Ribbon Borders, Decorative Papers, 

Puffing, Foils, Filtters, Valences, Draping Ma- 

erial, Grass Mats. Send for Fancy Paper Book- 
et. ‘Price Tickets. 

DAVE’S DISPLAY DECORATIONS 

118 West Broadway, New York 














Price Tickets s2m2k* 


Original Designs in Colors and Odd 
Shapes. 21 years nothing but Tickets 
Largest Size 3 by4 New Styles constantly 


B. STAUFFER °208-auceits at” 





TILTS ATANY ANGLE 


$2.75 Half Gross 


Guaranteed to give 100% 
Satisfaction 


M. D. POLLINGER CO. 
416 Victoria Bldg. St. Louis, Me. 





POMPOMS AND ORNAMENTS FOR 
SOFT SOLE SLIPPERS 
The right merchandise at the right price. 
Samples sent on request 
er-qnsne SLIPPER SUPPLY ©0O. 
@03 Broadway New York City 














| DISPLAY F! F ——— 


| SEGALLE "SONS 


933 ARCH ST. 
PHILADELPHIA, PA. 


| ARE BUSINESS GETTERS 
SEND FOR 


Fn BO} 
7 N=) 


The DISTINCTIVE and 
PERMANENT MARK 


os Fe 9 © OL E3D 
WEAVING CO. 


33-39 W 347TH ST. NGY.C 
Phone WISCONSIN 8130 


SHOE CARTON LABEL 
SPECIALISTS 


|] PRINTERS. DESIGNERS AND ENGRAVERS I | 
THE AMERICAN PRINTING 3° LABEL CO 


314-316 E.12th St. CINCINNAT!. OHIO 


| apres Row fot Samples 


This good-looking, com- 
fortable chair will help 
you create a stylish, 
inviting atmosphere in 
your shoe store. There 
are many other attrac- 
tive styles, also. 
HEYWOOD-WAKEFIELD 
Baltimore Los Angeles 
Boston New York 
Buffalo Philadelphia 


Chicago Portland, Ore. 
San Francisco 
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Business Changes 


INDIANA — South Bend — David MHurwich; 
boots and shoes; reported liquidating. 

MAINE — Kennebunk — Kesslen Shoe Co.; 
manufacturers; increased capital stock by 
$74,000. 

MASSACHUSETTS—Boston—Morris Corman 
(Murray’s Shoe Shop) (1108A Blue Hill Ave.) ; 
boots and shoes; recently commenced business. 

S. Rosenberg & Son, Inc.; wholesale boots 
and shoes; capital stock reduced by $200,000. 

A. Sandler, Inc.; wholesale boots and shoes; 
inc. authorized capital $30,000. 

Haverhill— Academy Shoe Co.; manufac- 
turers; name changed to Goldberg Bros., Inc. 
Capital stock increased by $25,000. 

Lynn—Headway Shoe Co.; McKay manufac- 
turers; moved to Webster. 

Owens Shoe Co.; shoe manufacturers; capital 
stock increased by $15,000. 

NEW YORK—New York -City—Ay Won 
Work Clothes, Inc.; boots, shoes, clothes, etc. ; 
incorporated. 

Comfort Slipper Co., Inc.; boots and shoes; 
ine. authorized capital $250,000. 

Albert Savod, Inc.: boots and shoes; inc. au- 
thorized capital $20,000. 


Standard Slipper neo boots and shoes; ine. 
— capital $9,000 

Nyack — Tillie Wasserstrom (Mrs. Louis) 
(Cameo 8 Shoe Shop’); removed to Long Island 
ity, 

Ossining—Markoff Shoe Co., Inc.; boots and 
shoes ; inc. authorized capital $20,000. 

Rye—Brachfeld Co., Inc.; boots and shoes; 
inc. authorized capital $5,000. 

NORTH CAROLINA—Greensboro—George A. 
Bryant Shoe Co., Inc.; boots and shoes; inc. 
authorized capital $50,000. 

PENNSYLVANIA — Philadelphia — Sanford 
Shoe Co. (64 N. 4th St.); wholesale shoes; 
partnership dissolved; succeeded by Edward 
Laveson. 

SOUTH CAROLINA—Florence—Comfort Shoe 
Store (E. Ginsburg, prop.); boots and shoes; 
recently commenced business. 

WASHINGTON — Seattle — Cheasty’s, Inc.; 
boots and shoes; Ray E. Bigelow, pres.; and 
Stanton W. Frederick, vice-president, resigned. 

WEST VIRGINIA—Wheeling—tTriple Shoe 

oo hom and shoes; inc. authorized capita! 
$10,0 





Failures, Embarrassments, Etc. 


ARIZON A—Phoenix—J. P. Bloom; boots, 
shoes, etc.; reported assigned. 

CALIFORNIA — Corcoran — R. Friedman; 

ts, shoes, etc.; reported assigned. 

CONNECTICUT — Torrington — Morris w. 
Smith; boots, shoes, etc.; reported petition in 
bankruptcy. 

GEORGIA—Newnan—Herman Miles (‘‘May 
Tailors’’) ; ts, shoes, etc.; reported petition 
in bankruptcy; reported receiver appointed. 

Rhine—W. L. Simon; boots, shoes, etc.; re- 
ported petition in bankruptcy. 

INDIANA—Fort Wayne—Mendelsohn’s ; boots, 
shoes, etc.; reported petition in bankruptcy. 

Rushville—Byrne Co.; boots and shoes; re- 
ported offering to compromise at 50 per cent. 

ILLINOIS—Chicago—Emanuel J. Cohen (May- 
fair Bootery) (4782 Elston Ave.); boots and 
shoes; called meeting of creditors for Jan. 10. 

Helen Kramer (Mrs. Lewis J.) (3228 S. 
Halsted St.); boots and shoes; called meeting 
of creditors. 

Ottawa—E. Williams Shoe Store; boots and 
shoes; reported petition in bankruptcy. 

MARYLAND — Baltimore — Samuel Phillips 
(706 E. Baltimore St.); wholesale boots and 
shoes; reported petition in bankruptcy; re- 
ported receiver appointed 

MASSACHUSETTS—Beverly — Atlantic Shoe 
Co.; shoe manufacturers; reported petition in 
bankruptcy; reported receiver appoin 

North Adams—Samuel Gabriner; boots, shoes, 
etc.; reported offering to compromise at 25 
per cent. 

MICHIGAN — Detroit— Jay Cowen (12701 
Gratiot Ave.) ; a shoes, etc.; reported pe- 
tition in bankrupt 

Meybell Co. (17901 John R St.); boots, shoes, 
etc.; reported petition in bankruptcy. 

Jack Paston (9538 Campau Ave.); boots and 
shoes ; reported petition in bankruptcy. 

William Steinberger (8336 W. Jefferson Ave.) ; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

Grand Rapids—William Wolfson (95 Monroe 
Ave.); boots and shoes; reported petition in 
bankruptcy. 

MINNESOTA—St. Paul—Thos. C. Cigler Shoe 
tore; boots and shoes; reported petition in 
bankruptcy. 

MISSISSIPPI—Pontot H. C. Henderson; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

NEW HAMPSHIRE—Rochester—Lynn Mod- 
ern Shoe Co.; shoe manufacturers; reported as- 
signed to C. R. Bedell, J. W. Morgan and C., E. 
Snow. 

NEW JERSEY—Asbury Park—Alex Coleman ; 
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boots, shoes, etc.; reported petition in bank- 
ruptcy; reported receiver appointed. 

Camden—Davis & Weiss (1102 Broadway); 
boots and shoes; reported receiver appointed. 

Irving Lieberman (Irving’s Bootery) (321 
— Ave.); called meeting of creditors for 

an. 7. 

Rahway—Joseph Kagan (9 Cherry St.); boots 
and shoes; called meeting of creditors for 
Jan. 6. 

NEW YORK — Albany — Abraham Solomon 
(106 and 183 S. Pearl St.); boots, shoes, etc. ; 
reported petition in bankruptcy; reported re- 
ceiver appointed. 

Amenia—Solomon Rosen; boots, shoes, etc. ; 
reported assigned. 

Brooklyn—Frank Pantano, Jr. (6615 11th 
Ave.); boots and shoes; reported petition in 
bankruptcy. 

Greenport—Marcus Leibow; boots and shoes; 
meeting of creditors called for Jan. 9. 

New York City—Katz, Harris and Stang, 
Inc. (126-130 W. 22nd St.) ; shoe manufacturers ; 
reported assigned. 

Junior Mode Shoe Corp. (4055 Broadway) ; 
boots and shoes; reported assigned. 

Robert Sample Shoe Shop (Augusta M. 
Bruckman, prop.) (305 E. Fordham Rd.); boots 
and shoes : reported offering to compromise at 
30 per cent. 

Morris Rosenzweig (1271 Hoe Ave.); boots 
and shoes; reported called meeting of creditors. 

South Failsburg—David Smith; boots and 
shoes; reported petition in bankruptcy. 

Tuckahoe — Jack Jacobs (‘Fashion Shoe 
Store’); reported called meeting of creditors. 

NORTH CAROLINA —Charlotte—T. H. 
Bryant (Lucielle Shoe Dept); boots and shoes; 
called meeting of creditors. 

Greenville—Jordan N. Hatem (“The Style 
Shop’’) ; boots, shoes, etc.; reported petition in 
bankruptcy. 

John Saieed, Inc.; boots, shoes, etc.; reported 
petition in bankruptcy. 

Wilson—George Kannon; boots, shoes, etc.; 
reported petition in bankruptcy. 

OHIO — Alliance — Ben Klein; boots, shoes, 
clothing, etc.; reported petition in bankruptcy. 

Toledo—Reynolds-Monro Co.; boots, shoes, 
etc.; reported, petition in bankruptcy. 

adsworth—Robert Geisinger (Fashion Shoe 
Shoppe); boots and shoes; reported petition in 
bankruptcy. 

OKLAHOMA—Meyer Zak (‘Five Dollar Shoe 
Store”); boots, shoes, etc.; called meeting of 
creditors for Jan. 6. 

PENNSYLVANIA — Jeanette (also Scott- 
dale)—National Doilar Stores; boots and shoes; 
reported petition in bankruptcy. 
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Shoenig 
reported 


TENNESSEE — Chattanooga — Abe 
(226 E. Main, St.); boots, shoes, etc. ; 
petition_in bankruptcy. 

Dyershurg—B. Stamm & Bros.; boots, shoes, 
etc.; reported petition in bankruptcy. 

TEXAS — Borger — Steinberg’s, Inc.; boots, 
shoes, etc.; reported petition in bankruptcy; 
reported receiver appointed. 

Denton—R. A. Sapp (“Sapp’s Bootery’’) ; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

La Feria—Jack Orloff (“The New York 
Store”) ; boots, shoes, etc.; reported petition in 
bankruptcy. 

Rosebud — Clark’s Drygoods Store; boots, 
shoes, etc.; reported petition in bankruptcy. 

VERMONT—Rutland—Sam Fineberg; boots 
and shoes; reported receiver appointed. 

WASHINGTON — Seattle — Christie’s English 
Shoes, Inc.; boots and shoes; reported assigned. 

WEST VIRGINIA—B. H. Sherman (Liberty 
Underselling Store); boots, shoes, etc.; reported 
petition in bankruptcy. 

WISCONSIN—Genoa City—John C. Mitchell ; 
boots, shoes, etc.; reported petition in bank- 
ryptcy. . 

Milwaukee—Sam Skorton (“Sam’s Drygoods 
Store’); boots, shoes, etc.; reported petition in 
bankruptcy. 








New Shoe Dealers 


Boston, Mass.—Diamond Shoe Corporation. 

Boston, Mass.—Goldmark Shoe Co., Inc. 

Dayton, Ohio—Golden Rule Store of Dayton, 
Inc. 

Mt. Lebanon, Pa.—Gabert’s Juvenile Shoppe, 
693 Washington Rd. 

Birmingham, Ala.—Sam Meyer, 1902 Ist Ave. 

Mitchell, S. D.—J. J. Newberry Co. (soon). 

Texarkana, Tex.—J. J. Newberry Co. (soon). 

Boston, Mass. — Consolidated-National Shoe 
Corp. 

Brunson, S. C.—Barnes Co., Inc. 

Pontiac, Mich.—Phil’s Cut Rate Stores. 

Van Wert, Ohio—Montgomery Ward & Co., 
120-22 S. Washington St. 

Appleton, Wis.—Montgomery Ward & Co., 
226-30 W. College Ave. 

Yuma, Ariz.—United Dry Goods Co., 
Strum Bldg. 

Barberton, Ohio—J. C. Penney Co., 110-12 
Tuscarawas. (soon). 

Los Angeles, Cal.—Lewis S. Hart, 
Brooklyn Ave. 

Glendale, Ariz.—Glendale Department Store, 
Second Ave. 

Nashville, Tenn.—Ehrenwald’s, 337 

uare. 

McComb City, Miss.—W. W. Barr. 

Chelan, Wash.—C. E. Blackwell Co. 

Chickasha, Okla.—Broadrick Dry Gocds Store, 
410-12 Choctaw Ave. 

Ironton, Ohio—Albert Weatherhold & Son, 4th 
& Central. 

Brooklyn, N. Y.—Wearit Shoe Corporation. 

Wellsville, N. ¥.—Floyd E. West Shoe Store, 
Inc. 

Faywood, Ky.—Wm. Finnell & Co. 

Kimball, S. D.—Kimball Supply Co. 

Meeker, Okla.—Sol Bayouth. 

Baltimore, Md.—Garton’s Shoe Shop, 562 N. 


Public 


Ill.—Montgomery Ward & Co. 
Ohio—Montgomery Ward & 


Waterloo, Iowa—Montgomery Ward & Co. 
(soon) 4th & Cedar Sts. 

Corbin, Ky.—J. C. Penney Co., Main & First 
Sts. 


Los Alamos, Cal.—L. E. & E. De Rieux. 
Verdi, Nev.—Lindley & Co. 
Milton, Ore.—E. H. Langhofer. 
Black Diamond, Wash.—David Garrett & 
Son. 
Centralia, Wash.—Proffitts, Inc. 
Nampa, Idaho—John W. Parsons. 
Portland, Ore.—Trading Post. 
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Boot and — 
Recorder 


Serves in 


Getting More Shoes Sold Right; not 
only “more” but “right’’; sold for the 
right purpose, to the right wearer, in 
the right fitting, for the right price, at 
the right profit. This is the great 
problem of the retail shoe merchants. 
The chief purpose of Tue Boor. anp 
SHoe Recorver is to help solve it; for 
this is the basic problem upon which 
depends the progress of the entire allied 
industries relating to shoes and leather, 
their production and distribution. 
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Next Week 


you will find 


in the 


Boot and Shoe 
‘Recorder 


N next week’s issue, Boor AND SHOE 

RECORDER presents the first of a se- 
ries of four orthopedic editions, which 
month by month prepare the way for 
Foot Health Week, opening the day fol- 
lowing Easter, April 21-26. A new im- 
portance of fitting for health will be 
featured in the Jan. 25th issue. We 
have reached a point in orthopedic de- 
velopment where 551 lines of shoes and 
199 “doctor” shoes assume the major 
proportion of standard stocks of the 
majority of American shoe stores. 

The growth and development of cor- 
rect types of footwear with in-built 
features of foot health, warrant na- 
tional attention to this issue. 


the 


ead this highly inter-dependent era, no 
man can live by himself. Every shoe 
man wants facts on the state of trade; 
facts on technique and the indispensa- 
ble factual tools of merchandising poli- 
cies and practices. 

The Boot AND SHOE RECORDER has 
been a major factor in building up the 
common fund of business and technical 
knowledge which has given to the shoe 
merchandising industry of America a 
world leadership in service to a public 
that wears the best fashioned and fitted 
footwear. The pages of the Boot AND 
SHOE RECORDER, both advertising and 
editorial, can be rightly called the eyes 
to the purse, for profit and progress. 





PROTECTED < 
AGAINST WET SIDEWALKS 
INVISIBLE MIDDLESOLE 


in your shoe bottoms will pre- & ! ; 
vent moisture penetrating to the Se 
inner sole and protect the wearer 
against cold and dampness. 


. 


Longer — more even wear plus much greater comfort are some of the other 


reasons for the ever increasing preference for this new scientific bottom filler— 
INVISIBLE MIDDLESOLE. 


BECKWITH MANUFACTURING CO. 


Largest manufacturers of Box Toes in the World 


STATLER BLDG., BOSTON 
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